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ADVERTISER'S WEEKLY 


: LETTERS 


TO THE EDITOR 


G 


and the question of failure of 


previous attempts at “strikes” has Esperanto Ads. DISPLAY CRAFT LTD 


0 2 hanised Screen Printers 
had littl to do with the value Sm—I found “Letter from Mec ; ; 
86 ACRE LANE, LONDON, $.W.2. | of advertising in any particular India—The Language of Signs” 6 ACRE LANE - LONDON - $.W2 
media. (August 3, page 202) extremely 
G. F. MALHAM, _ interesting, and agree that the “ul b 
. ; . particular time, but we do suggest 
Is 1 here A Director pictorial method will doubtless that the trade would be well ad- 
A ? E. Upton & Sons Ltd. always be more effective, in cet- vised to consider a co-operative 
Peak Price ? 175-181 Linthorpe Road, tain countries, than a national or advertising scheme through the 
Middlesbrough. international language. Confederation. We also suggest 
Sin.—Mr. J. F. Goepel (August 1 would however like to 


_ that now is the moment for « 
3) and | are in agreement up to qualify the statement that “Basic 


iy - Slogan to combat ‘Beer is Best’ 
the end of his first paragraph, The Consumer Pays English and Esperanto have 


: or ‘Eat More Fruit’ to be 
but he has failed to answer my Sm,—There can be no doubt failed, thus far, as international aqonteg by the furniture trade.” 
points from then onwards, and that Mr. Malham is right in ‘@98U4B¢S. In the ensuing months, we have 
has missed the poimt of Mr saying that the price of adver Admittedly, the former os a referred time and again to this 
Oclrichs's statement UJuly 20) that tising space has reached its flop On the other hand, suggestion and we feel that we 
newspapers are pricing them- peak” from the advertiser's Esperanto is much more widely deserve some little credit for it. 

r i selves out of business.” point of view. But, it has reached used than is generally sealised. DENISE BONNETT, 

Mr. Goepel obviously worships its “peak” from the advertiser's The Esperanto a _ Editorial Director, The 
at the shrine of the national point of view several times in the very widespread network of dele- Furniture Record Ltd. 
, gates in most countries, and their — . v. 

sdvertisers, but if he will do a past. wma By . - 44a Worship St., E.C.2. 
bit more research he will find What is to be done about it, alien it Saag a a _ $$. 
that the local firms and Mrs. except keep on climbing up on aaa ee Ads. Designed For 
Shuffle bottom's “Glory Be” the shoulders of the consumer of ee e . ° r 
notices when her daughter “hooks the advertised goods who must B eg ogy do — Direct Mail Use 

; her man” are the mainstay of such ultimately pay? = &. A gee | The planning of a series of 

\. ; local gapers as the Evening We know that, rightly used, oe Bane os eulna business magazine advertisements 
Gazette’ mentioned by him. advertising reduces the cost of io betnert eee with a view to their subsequen; 

- My company is one of the goods to the bes ong r 4 = N. H. C. MACPHERSON. incorporation in a booklet for 

og irgest local advertisers and we ing mass production and distr 3 Glenside Crescent, direct mailing to “secondary 

7 z are existing On margins much bution possible. But we also Milngavie Dumbartonshire prospects” is discussed in an 

Me reduced of pre-war The greater know that in every advertising : : Pantexcncceteas F article in Sales Management, of 

; part of our merchandise is price- campaign there comes a time ° pa New York, by Angelo Diber- 

7 controlled by the Government or when more advertising is un Furniture Trade nardo. ; 

i nanufacturers, so much so that economic. oe These advantages are claimed: 
t in some Cases any price increases Ihe higher the rate for adver- Advertising 1. The or nem oni possess 
| instigated by those two august ising space, the sooner is this Sik,-In your issue o1 August continuity, strong characteristic 

bodies must be passed on without uncconomic level reached. There- 10 you include a short article On =appearance, and a well-thought- 
any increase in our actual gross fore, it seems inevitable that there the recession im the furniture out story that hangs together—as 
profit Under these circum will come a time, in the not far trade and quote from the Cabinet they would have to, in a book to 
stances, any increase in rates distant future, when many adver Maker, suggestions that the trade be looked through in one sitting. 
must come out of our net profit tisers will be cutting down their might profit from something on 2. Since the advertisements 
if we are to hold our present appropriations the lines of the pre-war “Eat are to be used as part of direct 
sales level But, since the newspapers are More Fruit” campaign mail promotion, advertising and 
1 thoroughly agree with Mr unlikely to be increased in size, We are glad that our contem- sales promotion are both geared 
Oelrichs that larger circulation and there is already competition porary has taken this idea up as to the same sales story and are 
has less value to advertisers. A for advertising space, it is un- it is im the best interests of the both stronger because of it. 
recent mail order campaign likely that the newspapers will trade that it should be widely 3. Great economy—in 


proved that papers with small very much reduce their rates. It supported. In fairness to our- paration and production time and 
circulations but higher value would be interesting tolearn from selves, however, we should like 


money 
brought better results numerically an authority how much of the to point out that this is a step 4. The firm's engineers began 
than papers with up to 50 per increase in rates is due to which was recommended by the to think more kindly of the ad- 
cent higher circulations. 1 have increased costs of production Furniture Record when it first vertising department when the 
ceased to be interested in mere The suggestion that newspapers became apparent that the trade . latter started to ask for business 
figures as an expression of circu shouldt increase their prices to might face difficult times this paper technical advice only once 
lation. What interests me is the the public is worthy of serious = year. a year instead of once a month. 
value of the sales an advertise consideration In our leading article of 5. Time is saved on sales— 
ment will give me VERRALL WASS October 7, 1949, headed “Diffi time once wasted on bad leads 
\ brief reply to Mr. Goepel’s Products and Advertising cult Times Ahead,” we wrote: or introductory conversation— 
penultimate paragraph is that the Manager, F. Hewthorn “It would be wrong to advo- since the booklet serves to edu- 
paper concerned enjoys a & Co. Ltd cate the expenditure of a great cate prospective customers on 
monopoly in the area concerned, Cook's Road, Stratford, E.15 deal of unnecessary money at this what the firm can do. 


mm BRISTOL EVENING POST 


| HAVE THE LARGEST NUMBER OF FAMILY ACQUAINTANCES IN THE 
WEST—MORE THAN 134,000 DAILY. Send for Marketing Data to 
MY HEAD OFFICE SILVER STREET, BAISTOL, |. — or — | LONDON OFFICE, 80 FLEET STREET, E C4. 
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Keeping time 


with the family 


Ir your ad, were down at the end 
of the hall, consulted every morning, as 
much part of the home as the family 


clock in more than a million families, 
wouldn’t you call that a very good 
advertising buy? That's the position which 
JOHN BULL establishes for its advertisers. 
JOHN BULL has lived among 
these families for many years longer than 


any other popular magazine. There's 


nothing like it for getting your product 


right into the family selling circle of more 


than a million homes every week. 


Well over a 
million net sales every week. 


. 
PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD.. 96-98. LONG ACRE, LONDON, WC 2 ALL-BOUND VALUE AND 4 SQUARE GUSBANTER FOR 4 STRAIGHT LINE ® 
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ADVERTISER'S WEEKLY 


for selling to housewives ! 


Did you know that many products now household words started their careers 
in the advertisement pages of WOMAN’S WORLD and HOME COMPANION? 
Further - that many mail-order Houses have built up flourishing business on 
the sales-appeal of these two A.P. Weeklies! Expertly written editorials, 
practical in character, essentially feminine in appeal, covering Cookery, 
Dressmaking, Beauty-Culture, Child-Welfare, and the Household, make 
WOMAN’S WORLD and HOME COMPANION buy-words among housewives. 


A.P. PUBLICATIONS 


EACH 3d. WEEKLY 
COMBINED RATE £105 PER PAGE 


CHAS. E. MANDER, Advertisement Director, THE AMALGAMATED PRESS LTD. LONDON 
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August 24, 1950 


AGRICULTURE 
has its LEADERS 
SPORT a 
COUNTRY 
REACHES THEM 


You are sure 
of being SEEN 


Advertiser's 
Weekly 


The Organ of British Advertising 
No. 1,942 
950 


Vol. 149 


THURSDAY, AUGUST 24, | 


Poster Industry 


“Real Threat’ 


JOINT ACTION 


PLANNED TO RESIST 


MINISTRY’S ‘HARDENING ATTITUDE’ 


Resentment is rising in the outdoor advertising world against 
the hardening attitude of the Ministry of Town and Country 
Planning under Mr. Hugh Dalton, and leaders of the industry 
are considering joint action to protect their interests. They say 


that if present trends in the 
application of regulations are 
not halted, firms in some 
sections of the industry may 
be put out of business. 


Indignation has been aroused 
by reports, published in this 
month's issue of Municipal 
Review, of what took place 
when a deputation fromthe 
Association of Municipal Cor- 
porations went to the Ministry 
in May to give their views on 
advertisements on gables and 
inside buildings. 

Mr. E. S. Hill, of the Ministry, 
who presided, promised to con- 
vey to the Minister the Associa- 
tion's view that “the display of 
advertisements on gable and 
flank walls was a_ particularily 
offensive form of advertising and 
could rarely be allowed without 
injury to amenity.” 

All sections of the poster and 
signs industries are reacting 
sharply to recent developments 
in various parts of the country, 
which they consider to be a real 
threat to their livelihood. Any 
joint action is likely to be taken 
through the Outdoor Advertising 
Industry Advisory Committee. 

Expressing the growing concern 
of the industry Mr. J. M. Beable 
(managing director, 
Ltd.), past president, British 
Poster Advertising Association, 
told ADVERTISER'S WEEKLY 

“Our appeals are being re- 
jected much mere frequently 
than they were—in many cases 
on what seem to us frivolous 
grounds on which, carlier, we 
Should not have been turned 
down. 

“Many local authorities appear 
to want no advertisements on 
buildings at all. This is quite con- 


trary to the regulations, which 
are opposed to outdoor advertis- 
ing only. # it conflicts with 
amenity or public safety.” 

Mr. A. A. Leopold (A. Leopold 
& Co., Ltd.), president, London 
Poster Advertising Association, 
said: “Things have definitely been 
worse during the last five or six 
months.” The industry was hav- 
ing less success with appeals. 

(See leading article, page 310; 


GERMAN RESIGNS 
FROM A.B.C. 


Mr. A. G. German, secretary 
of the Audit Bureau of Circula- 
tions Ltd., has tendered his resig- 
nation to the Council. 

The Council, with regret, have 
accepted Mr. German's resignha- 
tion and hope to make a new 
appointment in the yery near 
future 


Will Fight A 


Consumer Advice 
Centre : Govt. 
Policy Affirmed 


The Government's determina 
tion to set up a Consumer Advice 
Centre is reaffirmed in Labour 
and the New Society, the “State- 
ment of the policy and principles 
of British defnocratic Socialism” 
published by the Labour Party 

The sixth point in a Con- 
sumers’ Charter asserts 

“4 Consumer Advice Centre 
will be set up to protect the 
housewife against shoddy goods 
and unscrupulous advertising.” 

Tate & Lyle Ltd. commenting 
on the Labour Party Statement, 
said that they would continue to 
fight sugar nationalisation. 


*Mail’ Leader 
As Ad. 


A Daily Mail \eader stating the 
objectives of the paper is being 
reprinted as an advertisement in 
several provincials (including the 
Manchester Guardian), the 
Financial Times, and = one. 
national! daily, the Daily Graphic. 


The article recalls the introduc- 
tion of the New Journalism by 
Lord Northcliffe when he founded ~ 
the paper, but maintains that a 
“still newer” journalism is called 
for. 

“Our immediate aim is to pro- 
vide more news 

“Government folly compels | 
us to print only six pages, but by? 
economy in headlines andy 
moderation of page design we 
are presenting a new quantity | 
and sted of reading matter.” 


Durham Asks For Special Control 


Durham City Council is to 
appeal to the Ministry of Town 
and Country Planning for 
authority to control all street 
advertisements within the City 
boundaries. 


News that the Council is 
seeking authority for an order 
defining the City as an area of 
special control for advertisements 
has brought strong protests from 
at least three advertising firms. 
They are the General Bill Post- 
ing Company Ltd., David Allen 
& Sons Ltd., and Arthur Maiden 
Ltd. 

A public inquiry is to be held 


by the Ministry on September 26. } 

Durham City Council is one 
of the first city authorities to ask 
for such powers. When its 
representatives attend the inquiry, 
which will be conducted by Mr. 
R. B. Walker, of the Minis- 
try of Town and Country Plan- 
ning, they will claim that the 
architectural and historic value 
of the city entitle them to special 
powers to preserve these beauties. 

Advertising interests will con- 
tend that the Cathedral, Castle, 
and the many other old buildings 
and beauty spots are protected 
quite adequately by the existing 
regulations. 


A.A. Sites | 


SHOW BUSINESS 


People 
who read 
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ADVERTISER'S WEEKLY 


The Advertising Association 
announces this week that it has 
been found necessary to make 
certain revisions in the scale of 
membership subscription rates 
in order to increase its annual 
income. 

The new rates, which come 
mto force at once, as current 
subscriptions expire, are designed 
to raise yearly income by 
approximately 50 per cent, but 
they do not involve an increase 
of that amount in every case. 

Membership, as previously, is 
divided into categories, such as 
advertisers, advertising agents, 
publishers, etc., and certain 
minima are laid down for the 
different groups. In some cate- 
gOries no mecrease in subscription 
is asked for. 

Details of the revised scales 
will be sent to members as their 
subscriptions fall due, and at the 
same time they will receive a 
pamphlet, entitled “The Why 
and Wherefore of the Advertis- 
ing Association,” which will ex- 
plain the need for the increase 
and outline the services the 
Association renders. 

This is the first general in- 
crease in the Association's sub- 
scriptions for about 15 years. 

The reasons for the increase 
were given by Mr. W. Ewart 
Rumble, acting chairman of the 
Executive Committee of the 
Association, 

‘The present total income of 
the Association,” stated Mr. 
Rumble, “is only slightly in 
excess of £8000 and when, 
twelve months ago, we were re- 
viewing the finances of the 
Association, it seemed as though 
the deficit on the year ended 
July 31, 1950, would be in the 
neighbourhood of £3,000. For- 
tunately, the deficiency will not 
be so substantial, Nevertheless, 
the Finance Committee has de- 
cided that if the work of the As- 
sociation is to be efficiently main- 
tained and developed, then it 
must be sure of a minimum 
annual income of approximately 
£12,000 

“As all our members § are 
aware, the Association is con- 
tinuously at work on behalf of 
the advertising industry Thus, 
as they know, we plan an Inter- 
national Advertising Conference 
for next year at which the im- 
portance of advertising in inter- 
national trade and in home 
affairs will be vigorously stressed. 
Our Conventions, held at regular 
intervals, annual dinners, lun- 
cheons, etc., are all designed for 
the purpose of giving greater 
strength to the voice of advertis- 
ing. 


Ad. Assn. Revises Subscription Rates 
To Get 50% More Income 


£12,000 A YEAR NEEDED IF ITS WORK IS TO BE 
EFFICIENTLY MAINTAINED, SAYS EWART RUMBLE 


“The function of our Adver- 
tisement Investigation Depart- 
ment, based as it is on ethical 
considerations, is to create good- 
will for advertising in the minds 
of the general public. The 
development of educational 
facilities is designed to raise the 
standard of our craft.. The work 
done in the provinces in co-oper- 
ation with the local Clubs and 
Associations establishes in all 
parts of the country the value of 
advertising both to the retailer 
and to the consumer. Thus, with 
these and other activities, we are 
really carrying on a continuous 
campaign of ‘Public Relations 
for Advertising.’ 

“Further, in the immediate 
future, our newly-formed Par- 
liamentary and Public Affairs 
Committee will be active in a 
number of important respects 
which should help to sustain and, 
we hope, strengthen, the present 
position of the advertising in- 
dustry. 

“All this work costs money 
and cannot be continued on a 
pre-war rate of income, even 
though supported by those who 
have made, voluntarily, increased 
subscriptions in recent years. If 
the Association is to function 
adequately, and to play its part 
in the future, it is essential that 
it should have, as subscriptions 
fall due, an increased income. It 
is confidently hoped by the 
President, Sir Miles Thomas, and 
the Council of the Association, 
that members will readily res- 
pond so that the financial 


strength of the Association may 
be established on a post-war 
basis.” 

Mr. Rumble also said it was 
hoped greatly to increase mem- 
bership, and a campaign with 
that object was planned for 1951, 
to tie-up with the International 
Convention In his view it 
should be possible to double pre- 
sent membership figures. 


Pierre Balmain visits Scott- 
Turner & Associates Lid. to dis- 
cuss the layout of advertisements 
for a new series of Alligator rain 
wear, which he has designed. 
Left to right: H. Scott-Turner, 
Peter Brunskill, account executive, 
George Freeman, studio manager, 
Pierre Balmain. Full page four- 
colour ads will appear in 
“Vogue” with }-pages black and 
white alongside announcing 
stockists’ names 


Benn Bros. Report Records * End 
Of Space Rationing’ 


Annual report of Benn Bros 
Ltd. states: “The all-time record 
in the revenue from advertise- 
ments and sales reported a year 
ago has been greatly surpassed 
in the year now under review, but 
expenses have advanced at an 
even greater rate and that ten 
dency continues. 

“A return to freedom through 
the abolition of those paper con- 
trol restrictions and regulations 
which have borne heavily upon 
publishers of trade and technical 
journals for nearly ten years 
enabled the company during the 
year to put an end to the ration- 
ing of advertising space and to 
the waiting lists of subscribers to 
various publications 

“Unfortunately, however, whi!» 
some of the frustrations which 
far too long have been allowed 
to impose restrictions on enter- 


prise, expansion and develop- 
ment in the publishing field are 
now removed, others have ap- 
peared.” 

Paper and production costs and 
the overtime ban are given as the 
chief “frustrations.” 

Freedom from paper restric- 
tions made possible the return of 
the Gas World and the Cabinet 
Maker to larger pre-war format. 
Fruit-Grower Year Book was 
published for the first time; /ce 
Cream Industry was acquired 
and preparations are complete for 
the centennial issue of the News- 
paper Press Directory 

A dividend of 3 per cent is 
announced on the Preference 
shares. which, with the 3 per 
cent interim, makes 6 per cent 
for the year; and 20 per cent 
Ordinary (25 per cent for the 
year). 
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‘The Ironmonger’ 
Criticises 
Free Brochures 


Free brochures issued in con- 
nection with building ventures, 
in which builders’ merchants are 
invited to advertise, are criticised 
in The lronmonger: 

“As advertising media the 
value of these brochures is ex- 
ceedingly dubious; their circula 
tion is very limited; and their ap- 
peal to buyers is much circum- 
scribed by the fact that usually 
the necessary choice of materials 
and fittings has been made long 
before the brochures get into the 
hands of readers. 

“Merchants may feel that these 
consideration are outweighed by 
the importance of keeping in the 
good graces of their builder 
friends.” 

Merchants are advised to “treat 
any future invitations they may 
receive to buy space in builders’ 
brochures strictly on their merits 
as commercial propositions.” 


Ad. Reps. For Festival 
Gardens Guide 


Festival Gardens Ltd. the 
company formed to run the 
amusement gardens in Battersea 
Park during the 1951 Festival, 
have appointed C. H. G. Nida 
Ltd. to handle space sales for 
the official Souvenir and Guide, 
the only official publication to be 
issued by the company. 


Council Says Ads. 
Endanger Motorists 


Advertisements for motor race 
meetings at Brands Hatch 
Stadium are dangerous to motor- 
ists along the trunk road between 
Farningham and West Kings- 
down, say Dartford Rural Coun- 
cil 

The surveyor, Mr. Brian Kirby, 
told the Council the advertise- 
ments were sited about 300 yards 
apart for a distance of approxi- 
mately 14 miles. It was felt that 
the number was excessive and 
could be limited to one on each 
side of the road near the 
Stadium entrance 

Enforcement action is threat- 
ened 


‘STAR’ FIGURES UP 


The Star on Thursday last week 
announced circulation figures of 
1,262,170 for the month of July. 
This represents an increase of 
$1,767 since July last year. The 
paper has the second largest 
evening net sale in the world. 


The B.F.M.P.’s offer of a 
3s. 6d. increase in the minimum 
rates for London monocasters 
has been accepted by the Mono- 
type Casters and Typefounders’ 
Society. The new weekly rate is 
£7 3s. 6d. 
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‘No Tricks,’ Says Trade 
Press Ad. For 


Stergene 


Detergent 


‘TOO GOOD TO GIVE AWAY’ 


“No Tricks” is the heading 
of an advertisement for Stergene 
liquid detergent in the August 
19 issue of Chemist & Druggist. 
The copy runs: 

“The Stergene Sales organisa- 

tion employs no tricks 

Maybe we're not smart cnough 

Maybe we're plain dumb. 

Maybe we just feel that 

straightforward, uncomplicated 

methods are good enough to 
sell a first-class product. 

So we don't give Stergene away. 

We don't offer Stergene at cut 

prices. 

We don't make conditions of 

sale. 

We do give a good delivery 
service. 

We even collect the empties 
~and credit you with handl- 
ing allowance upon th: 
number returned. 

We offer a worthwhile profit 
margin. 

And if there are any ways 
we can help you to sell more 
Stergene we'd welcome your 
views. 

But no tricks. 

We think that’s the 
want it to be. 

Are we right?” 
Stergene is produced by Dom- 


way you 


COmerres cemiree. 


NOT EXCLUSIVE NOW 


TOWN GUIDE ADS. 


Advertising space in the 
Douglas (Isle of Man) Town 
Guide is now open to any cater- 
ing establishment and is no 
longer confined to members of 
the Boarding House Association, 
Councillor F. M. Corkill, chair- 
man, told Douglas Town Council 
Finance Committee. 


estos Ltd. and the advertising 
agents are Redheads Advertising 
Ltd., Newcastic-upon-Tyne 

The Stergene ad. in this week's 
Sunday Chronicle was headed 
“Stergenc is too good to give 
away.” Quoting Joan Griffiths, 
it goes on to say: “We women 
don't need tempting with cut 
prices or special offers to per- 
suade us to use Stergene. .. . 
Something for next-to-nothing 
makes us wonder if the price 
could not be reduced anyway.” 


TWO MORE JOIN BETRO 
Kleenoff Co. Ltd., London, 
and Thomas Broadbent & Son, 
Huddersfield, have joined the 
British Export Trade Research 
Organisation. 


ADVERTISER'S WEEKLY 


The South Western Electricity Board put this window display on at 

their centre at Colston Avenue, Bristol, within two hours of the 

announcement of the Royal birth. The shawl, ribbon and other fittings 
are in pink, but a complete set in blue was held ready 


First A.B.C. Figure 

Scottish Field (Henry Munro 
Ltd.) net sale figure for the six 
months ended June 0 is 23,142 
monthly (A.B.C.), an increase on 
the previous period 

This is the first A.B.C. figure 
to be published for this journal 
which only recently became 
member of the Bureau 


Chi 


o Fair Brings Britain Over 


£1,000,000 In Orders 


British firms are reported to 
have taken more than a million 
pounds’ worth of orders in a wide 
range of goods at the Chicago 
International Trade Fair. 

Even in such typically Ameri- 
can lines as vacuum cleaners and 
cooking utensils, there has been 
a strong demand for British 
goods. 

Among the largest exhibits was 
the Combined Industries Stand 
organised by the Northern Ire- 
land Ministry of Commerce. In 
the centre of the exhibit a large 
three-dimensional map illustrated 
by concealed lighting shows the 
distribution of industries and 
crafts A Presidential Lounge 
shows pictures of eleven Ameri- 
can Presidents of Ulster origin. 

Designer of the stand was Mr. 


FRANK MASON DIVIDEND 


A dividend on the Ordinary 
Shares for the year ended March 
31 of 74 per cent (unchanged) 
less tax at 9s. in the £, will be 
recommended by the directors at 
the annual meeting of Frank 
Mason & Co., Ltd., outdoor pub- 
licity contractors. 


Asked whether it was true that 
Douglas Holiday Camp _ had 
asked for space and been refused, 
he said there had been one com- 
plaint about an advertisement 
being turned down but he was 
satisfied with the explanation 
given by Mr. J. A. Hunter, secre- 
tary of the Boarding House 
Association. 


Wm. de Majo, London (who is 
also the desiguer of the Festival 
of Britain Exhibition in Belfast), 
and assistant designer was Mr. 
W. H. Farrow. The design was 
executed in Chicago by Customs 
Exhibits. 


i 

** Standard” Editor 
Resigns 
Mr. Herbert Guan, who has 
been editor of the “Evening 
Standard” for the past six 
years, has relinquished the ap- 
pointment and has resigned 
from the Beaverbrook group 
of newspapers. 


SECOND COLOUR 
FOR SMALLS 


To enable his clients to have 
small advertisements in two 
colours at an increase of dnly 
about 50 per cent over ordinary 
black and white, an American 
agent, Mr. Charles T. Hendrick, 
ot Detroit, purchases a number 
of right hand, outside columns 
from various magazine pub- 
lishers and resells the space to 
clients on a “per iach” basis, 
grouping thei/ advertisements in- 
to a columr, (reports Tide of New 
York) 


The first column of “Ads ih 
Colour” ran in the June Field and 
Stream. The six different adver- 
tisements in it ranged from 14 
to 45 lines and were printed from 
the advertisers’ regular black- 
and-white plates separated for 
colour to permit key lines to be 
printed in red. The block of 
advertisements was set off by a 
solid red background border that 
bled on three sides 


The magazines on the Hend- 
rick agency's media schedule 
have thougnt enough of the idea 
to invest in the two-colour space 
for house advertisements. 


Survey Shows That More U.S. 
Women Now Buy ‘On Impulse’ 


A big increase in impulse- 
buying by the American public 
is noted in an article on “Adver- 
tising in the United States Mar- 
ket" contributed to the current 
issue of the Board of Trade 
Journal by the First Secretary 
(Commercial) at the British Em- 
bassy, Washington 

He reports findings of a 
national survey just published by 
a manufacturer of packaging 
material which analysed the food- 
buying habits of 2,000 women 
shoppers. Items which a shopper 
planned to buy were listed as she 
entered the shop or market. This 
list was checked without warning 
against actual purchases 

Figures for such a survey in 
1945 showed nearly half actual 


purchases to have been pre- 
planned. Latest findings showed 
that two out of three food pur- 
chases were based on decisions 
taken while the shopper was actu- 
ally in the store. Of items bought, 
38-4 per cent were completely 
unplanned; 26°7 per cent were 
only generally planned; 1°5 per 
cent substitutes; and only 33-4 
per cent definitely planned 

The survey also revealed that 
65-3 per cent of shoppers inter- 
viewed had only 4 mental shop- 
ping list. About one-quarter had 
written lists and the rest relied 
on a few general notes 

Products such as chewing gum 
and chocolate led the list of im- 
pulse purchases. Bircuits also 
came high on the list. 
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ADVERTISER'S WEEKLY 


*Defence Economy’ Talks 
At LS.M.A. Conference 


It has been decided to devote 
two sessions of the Cliftonville 
Conference of the Incorporated 
Sales Managers’ Association to 
the “Role of Sales Management 
in a Defence Economy.” 

Mr. D. R. Griffiths, LS.M.A. 
director, states: “The change 
which has come over the econ- 
omic scene since this Conference 
was first planned is effectively 
summed up in the Government's 
warning phrase that ‘there must 
be some curtailment of the civil 
demand.’ The Conference takes 
place ten days after the re- 
assembly of Parliament, when it 
is expected most of the informa- 
tion we require for a readjust- 
ment of our policies will be given 
to us.” 

The programme is as follows: 

Friday evening, September 22 
Civic reception at the Winter 
Gardens. ’ 

Saturday morning session: “A 
Relatively Inexpensive Way of 
Entering U.S. Markets.” After- 
noon: “The Role of Sales Man- 
agement in a Defence Economy 

(i) Aims”: Social, for ladies 
only, conducted tour of Canter- 
bury Cathedral. Evening: Danc 
ing, Grand Hotel ballroom. 


Laundry Show Again 
After 12 Years 


The first Laundry, Dry Clean- 
ing and Allied Trade Exhibition 
for 12 years is to be held at 
Olympia from September 28 
October 7. Organisers for the 
Society of Laundry Engineers and 
Allied Trades are F. W. Bridges 
and Sons. 

About 125 exhibitors are tak 
ing part, and several are expected 
to have machinery in operation 

Publicity in the three laundry 
journals has been running since 
February. Overseas buyers have 
been circulated with a special 
invitation folder. 


£300 Campaign Gets 
2,200 Entrants 


A £300 publicity campaign, 
planned and executed by publi- 
city manager Mr. F. W. Jetkins, 
has attracted 2,200 competitors to 
take part in the Liandudno 
Musical Festival in October 

Autumn Press advertising will 
be aimed at later season holiday- 
makers, 


Thirty thousand copies will be 
printed of the 19S! Liandudno 
Holiday Guide, designed by Mr 
Jefkins, with cover design and 
special art-work by Good Publi 
ecnty Lid. Colwyn Bay. It will 
contain a special cenire-section 
with 12 photographs in full 
colour. Printers will be Richard 
Whewell (Bolton) Ltd. 


*ROLE OF SALES MANAGEMENT’ 


Sunday morning: Golf (mem- 
bers only), 18-hole medal compe- 
tition for Pickup Cup; divine ser- 
vice at Canterbury Cathedral. 
Evening: Documentary film show, 
Grand Hotel ballroom 

Monday morning: “A Simple 
Technique for Making Sales Con- 
ferences More Effective.” After- 
noon: “The Role of Sales Man- 
agement in a Defence Economy 
—(ii) Methods.” Evening: Danc 
ing, Grand Hotel 

Registration fee: 50s. for every 
member and lady. 


Torquay St 
305, epee 
Film ‘Tie-up 

A large-scale tie-up has been 
effected by the Torquay Corpora 
tion publicity department, in the 
charge of Mr. Berkeley 
Hollyer, and Associated British 
Pathé Ltd., in connection with 
screenings of the film “Last Holi- 
day” at a Nottingham cinema a 
few weeks ago and at a Coventry 
cinema next week. The location 
shots for this pictiire were taken 
in Torquay. 

The foyer of the Nottingham 
cinema showed Torquay display 
material, including coloured and 
monochrome photograph enlarge 
ments, and slides were screened 
Ihe Nottingham Evening News 
ran a feature; there were display 
units and stores im various stores; 
and 10,000 Pathé leaflets were 
distributed. 

Prizes were given to the person 
submitting the best snapshots of 
his or her last holiday, the first 
prize being a week's hotel ac- 
commodation and first-class rail 
fare for two. 

Arrangements at Coventry are 
on similar lines. 
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Victoria Falls Set-piece For 
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Midland ‘Ideal Home’ 


Outstanding) feature of Ithe 
Midland Ideal Home Exhibition, 
to be held in Birmingham's 
Bingley Hall from September 27 
to October 21, will be a specta 
cular set-piece of the Victoria 
Falls, pictured above 

A quarter of a million people 
are expected to see the model 

The “rocks” approaching the 
Falls are approximately 11 ft. 
high, extending to a depth of 
19 ft. The Falls themscives have 
an 11 ft. drop, and the general 
effect of size and grandeur is 
most impressive 

The model was constructed by 
craftsmen from Ealing Film 
Studios 

General publicity arrangements 
for the exhibition, organised by 
Herbert Danic! Exhibitions Ltd 
are again in the hands of Tom (¢ 
Gough Advertising, Birmingham, 
while Reeves Quann,. of News 
Services, Birmingham, is once 


Capital Goods’ Publicity Should 
Ease Salesman’s Task 


All money devoted to publi- 
cising capital goods should be 
spent with the object of casing 
the salesman’s task, rather than 
of actually achieving a sale, 
writes Mr. D. M. Saunders, chair- 
man, Dollar Exports Board Ad- 
vertising Advisory Council, in an 
article, “Publicity for capital 
goods in U.S.A. and Canada,” in 
the August F.BJ. Review 

Mr. Saunders, who is also 
chairman of the J. Walter Thomp 
son Company, distinguishes be- 
tween the publicity requirements 
of consumer and capital goods 
With the former, he says, the 
masses must be “sold,” day in 
and day out, on the merits of the 
product, and must produce a 
demand far in excess of anything 
that any sales force, however 
huge, could drum up by its own 


unaided efforts. Moreover, ad- 
vertising as a percentage of sales 
is frequently greatest where the 
purchase is comparatively trivial 
for example, cosmetics—and 
less where the purchase is more 
serious—such as a refrigerator 

In the case of capital equip 
ment, neither of these conditions 
obtains. In almost every case, the 
producer is not aiming at a mass 
market, but a strictly selected 
market, small in terms of num- 
bers. And, almost invariably, the 
purchase of his goods can in no 
way be described as trivial. 

Mr. Saunders holds that, as the 
sale of capital equipment depends 
chiefly on the personal efforts of 
the salesman, publicity should 
aim at producing in the prospec- 
tive purchaser a favourable atti- 
tude of mind 


more responsible for Press 
liaison. 

[he exhibition will be opened 
by the Deputy Mayor of 
Birmingham, Alderman Hubert 
Humphreys, J P 


Photo-Engraving 
Syllabus 


Syllabus of the photo-engrav- 
ing methods course at the Lon- 
don School of Printing and 
Graphic Arts includes photo- 
graphy for advertising, line 
illustrations, half-tone blocks, and 
the work of the lithographic 
artist in the production of posters 
and showcards. 


* Modern Farming’ 
160,000 Sale 


Circulation of Modern Farm- 
ing, the Boots Pure Drug Co. 
magazine launched in 1938, is 
now 160,000, of which 145,000 
are posted to farmers and stock- 
breeders in this country and 
1,000 copies to the firm's 
agencies abroad. 

Contents of the summer issue 
are mainly illustrated articles on 
the prevention or cure of diseases 
of cattle. and there are also 
detailed lists of specifics. Size 
7 in. x 4} in., the issue contains 
32 pages. No space is available 
for outside advertisers. 


. 

How ‘Life’ Covered 
Korea Story 
Time-Life International have 
produced a 12-page promotion 
folder (104 in. x 14 in.) containing 
pictures of Life’s staff of writers 
and artists assembling the Korean 
war pictures that were featured 
in the July 31 issue. Picture of 
a rocket-firing jet plane attacking 
ammunition trucks, which ap- 
peared in the magazine, is used 


also for the front cover of the 
folder. 
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The de-rationing phase of 
the soap war has begun. With 
all controls due to be removed 
from the distributive side of 
the soap industry on September 
10, Lever Bros. and subsidiary 
companies have started plugging 
the “soon you can get all the 

you want” theme in their 
Press ads, Other manufacturers 
appear to be holding back until 
nearer the actual de-rationing 
date 

Space problems appear to have 
been much less difficult than anti- 
cipated. This may be because the 
contestants in this soap battle 
are powerful in that they are 
more prolific users of the Press 
than most advertisers 

There has been increased use 
of media other than Press, such 
as radio and films, but this is 
said to have been in no way dic- 
tated by the shortage of Press 
space. Many of these expansions 
were planned well before the 
newsprint position deteriorated 
to its present low level 

Most noticeable campuigns so 
far have been those for Sunlight 
soap, with completely new copy 
and larger spaces, and for Life- 
buoy toilet soap 

Other products of the Lever 
group for which campaigns are 
running include Lux toilet soap 
and soap powder, Puritan soap, 
Rinso and Persil A reformu- 
lated Persil is being introduced 
regionally, and national distribu- 
tion is expected to be completed 
before the end of the month. The 
campaign in nationals is then to 
be intensified 

Among other manufacturers 
Peter Lunt & Co. are launching 
a new campaign for London's 
Pride in September They will 
not, however, stress de-rationing 
as the product is more expensive 


than the general run of toile’ 
soaps Harry Green Lid. are 
understood to have extensive 


campaign plans for their Broad 
cast toilet soap 

How are the synthetic deter- 
gents answering this challenge” 
Manufacturers and their agents 
are disinclined to commit them- 


Slogan For 1951 
Sewing Week 


Slogan to be featured on all 
promotion material for Sewing 
Week, 1951, is “Everybody's 
Sewing Again.” Organised by the 
National Needle Arts Bureau 
Ltd. and is sponsored by 16 
leading sewing material and 
machine firms; the Week will be 
held between February 24 and 
March 3 
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Lever Bros. Fire First Shots In Soap 
De-Rationing Battle gg 


COMPETITORS HOLD BACK UNTIL NEARER 
THE DAY: SYNTHETICS TO USE RADIO 


selves about their plans. It is 
known, however, that Thomas 
Hedley & Sons are beginning in 
October a combined radio and 
film drive for Tide and Dreft 

Handled by Young & Rubicam 
Ltd. (agents for Tide) in conjunc- 
tion with Erwin, Wasey & Co.. 
Ltd. (Dreft agents), the campaiga 
will feature Donald Peers in a 39 
week run on radio Luxembourg 
Tied-up with this programme, a 
talent-spotting contest will be run 
using over 400 cinemas in the 
A.B.C, circuit. A trailer carrying 
references to Tide and Dreft will 
be shown in these cinemas four 
times a day for four weeks. 

Other big campaigns are ex- 
pected. Rumour persists of a 
forthcoming companion for Wisk 
to be known as Surf. 


ROYAL BIRTH TIE-UP 


Among advertisers who used 
copy tie-ups with the Royal 
baby's birth were Cow & Gate 
Lid.. who stressed that their 
product has become world famous 
as the “Food of Royal Babies.” 

Though not directly related to 
the event, an Ovaltine advertise- 
ment headed “For Baby's Sake” 
was introduced 


This new Ekcovision display piece 
shows the current television page 


from the “Radio Times.” 


Toronto Office For 
Canadian Ad. Bureau 


The Magazine Advertising 
Bureau of Canada, under the 
chairmanship of Mr. Douglas M 
Gowdy, business manager of 
Maclean's, and the vice-chair- 
manship of David B. Crombie, 
advertising director of Reader's 
Digest and Selection du Reader's 
Digest, has opened offices in the 
New Wellington Building, 
Toronto. 

The Bureau is increasing its 
research and merchandising acti- 
vities in the interest of advertisers 


Branding Guarantees Quality, 
Challenges Retail Service— Future’ 


That the increasing tendency 
to brand is a challenge, but not 
a danger, to the retailer is the 
theme of an article, “Branding 
is Growing” by Rosetta Desbrow 
in the August-September Future 

The article makes the follow- 


ing poms 
Brand names are on the 
increase The trend, carried 


through to extremes, would mean 
the triumph of the self-service 
shop 

As would be expected, with an 
increase in the branding habit 
has come a resistance to it from 
the retailer who sees his occupa- 
tional skill as buyer going 
begging if branding is carried to 
its logical conclusion Others 
welcome it because it simplifies 
buying and selling. and makes 
retailing more passive. 

+ Branding with large - scale 
production and mass markets, 
provides an interesting means of 
restoring the ancient contact that 
there used to be between the 
producer and the consumer 
before merchanting spread from 


semi-finished to finished goods. 


With branding, not only does the 
producer have to make the con- 
sumer aware of what he is offer- 
ing, but he has to ensure that 
his goods will be bought, by 
studying consumer needs and 
preferences. 

The great advantage of brand 
ing to the customer is t¢t 
guarantee of consistent quality 
that it brings. A brand name 
cannot continue in demand for 
long if the quality is appreciably 
lowered. 

The fear that branding leaves 
the retailer no field for compe- 
tifion and the exercise of his 
skill is liable to be exaggerated, 
however. If the public wishes 
to purchase more branded goods 
than formerly, the retailer will 
have to adjust the service he 
offers accordingly. Retailers can 
still compete on other grounds 
than the actual goods they sell. 

Quality of service, salesman- 
ship and personality, locality, 
advertising display, prices, and 
the indefinable quality of atmos- 
phere are factors which enter into 
a retailer's success or failure. 
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Cartoon For 
Private Enterprise 
Defence Propaganda 


Believed to be the first applica- 
tion of the strip cartoon to the 
purposes of large-scale industrial 
education, “She Wouldn't Say 
Yes.” a four-page cartoon in 
colour, has been produced by 
Aims of Industry Ltd, the or- 
ganisation created to defend and 
promote private enterprise. 
10,000 copies are.now being sent 
to manufacturers and industrial- 
ists for free distribution in works 
canteens 

It tells the story of a girl who 
refuses to marry a young man 
until his father, by recounting his 
firm's history, has cured the son 
of his Socialistic ideas. 

Copies will be available to non- 
members of Aims of Industry 
Cost of individual copies is 3d. 
with reduction for quantities, 

“She Wouldn't Say Yes” has 
been produced in an attempt to 
reach people who normally are 
unlikely to find time to assimilate 
the information given in such 
publications as Aims of Industry's 
brochure, The Earnings of Indus- 
try. 


Mobile ‘Clean Food’ 
Exhibition 


~ Theme of a portable exhibition 
set on prevention of food poison 
ing for loan by the Ministry of 
Health to local authorities hold- 


ing Clean Food and Health 
Weeks is “Wash Your Hands 
Before Preparing Food.” It is 


principally directed to the profes- 
sional food handler and the 
housewife. 

Cut-out maps show the in- 
crease in food poisoning since 
1942. Dramatic photographs of 
“guilty hands” illustrate the kind 
of mishandling that leads to food 
poisoning 

The set was produced by the 
Central Office of Information, 


Names On Furniture 
‘Not Branding’ 


Recommendation of the Purnr- 
ture Development Council that all 
furniture should bear the name 
and address of the manufacturer 
has been accepted by Mr. Harold 
Wilson, President of the Board 
of Trade. 

In a letter to the chairman of 
the Council, Mr. Wilson states he 
will introduce legislation to 
implement the plan. But, he 
adds, it is not possible to say 
when this step can be taken 

The Development Council 
made the recommendation 
“because they are convinced that 
this will have an important effect 
on maintaining good quality.” 

They add, however, that this 
issue is “entirely separate and 
distinct” from that of using 
branded names and national 
advertising. 
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Autographed Bat Auction 
At * Two Freds’ Match 


The Fleet Street Column Club 
committee organising the Two 
Freds’ cricket match at Finchley 
on September 6 met on Monday 
to co-ordinate various aspects of 
the match 

Sidney Coyne, who is handling 
the programme, reports that it 
has been well supported in the 
way of advertisements and has 
now closed for press. Copies will 
be numbered und there will be 
a lucky number prize. Cartoon 
from cover this year is by Joss 
of The Star 

Lapel badges acknowiedging a 
two-and-sixnenny donation § to 
N.A.B.S. and entitling holders to 
admission to the ground are 
being distributed by David Clack- 
son and Bill Hibbitt. 

Many people are on holiday. 
thus delaying the response, but 
there is an encouraging flow of 
contributions nevertheless. Hibbitt 
will himself be away for a fort- 
night from the end of the week 
but says his secretary will be only 
too pleased to accept donations 
in his absence. 


CLUB NEWS | 


Regent Magazine 
In New Format 


The latest issue of Regent Activi- 
ties, Which adopts a new format 
has just been sent to members of 
the Regent Advertising Club. 
Produced by a new editorial staff 
under Patricia Meyrick, it is a 
lively magazine containing mes 
sages from the president and 
chairman, an article on plastic 
stereos, and two features on club 
news (of which, one hopes, there 
will be more in subsequent 
yssues). 

There are also advertisements 
from Heiress, Ripley, Preston & 


Co., Ltd, Plastotype Lid, and 
Layton's. 


Doris Richardson 


For Wolverhampton 

The Publicity Club of Wolver 
hampton Digest announces that 
Miss Doris M Richardson 
director, Norman Kark Publica 
tions, and president of the 
Women's Advertising Club of 
London, will address the Club on 
“Advertising from the Women’s 
Point of View” next Thursday at 
the Star and Garter Royal Hotel 

The Digest, which also con 
tains a message from the new 
president of the Club, General 
W. S. Tope, is edited by Mr 
Peter Gomm 


Travel Film ‘Show 


Commander R. G. Studd, chair- 
man, Polytechnic Touring Asso- 
ciation, will show two travel films 
to the Regent Advertising Club 
at the Royal Society of Arts 
Hall on September 27 


Among the many things which 
are to be auctioned after the 
match ts a cricket bat auto- 
graphed by over fifty of the lead- 
ing English cricketers of our time, 
including F. R. Brown, A. V 
Bedser, A. P. F. Chapman, Denis 
Compton, W. R. Hammond, Jack 
Hobbs. M. Leyland 

Unfortunately, Vere Sherren 
who captain's Fred Slaughter's 
team, had to undergo a minor 
operation last week, but his doc- 
tor is confident that he will be 
fit enough to lead his team on 
September 6. 


PROCTER & GAMBLE 
TOP U.S. SPENDERS 


Procter & Gamble led al! U.S. 
national advertisers for the first 
six months of this year with an 
advertising expenditure of 
13,968,573 dollars, according to 
figures issued by the Publishers 
Information Bureau. General 
Foods took over second place 
from General Motors, and Lever 
Brothers continued fourth. 


San J. Mackintosh 


Joins London 


New Publicity Club of Londoa 
members include the Hon. John 
Mackintosh, director, John Mack- 
intosh & Sons Ltd., Mr. T. F 
Bishop, advertisement manager 
London Counties Newspapers 
Mr. P. H. D. Ryder, M.B.E., sales 
director, Daimler Hire Ltd., Mr 
1. C. Stamp, advertising manager 
Procea Products Ltd, and Mr 
Albert Kunz, publicity manager, 
Swiss National Tourist Office 


LI.P.A, Annual 
Dinner On 
October 5 


The annual dinner and dance 
of the Institute of Incorporated 
Practitioners in Advertising is to 
be held on Thursday, October §. 
at the Dorchester Hotel. A big 
response is expected and early 
ipplication for tickets (£2 2s. 
each) is recommended. Names 
of the speakers and principal 
guests will be published soon 


F.C.B. Criticise 


Of 63 media investigations con- 
ducted in America by the pub- 
lishers themselves, only three 
were excellent and 29 were utterly 
worthless, according to an evalua- 
tion carried out by Foote, Cone 
& Belding, of Chicago 

As described in an article by 
Harold B, Green, in Printers’ Ink, 
of New York, five things are 
often wrong with the publishers’ 
studies evaluated by F.C.B.: an 
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MEWS BOL 


Frank Ryan 


Dan Ingman has been ap- 
pointed to take charge of the 
radio department of Young & 
Rubicam Ltd. when Miss Marv 
Harris, who started the depart 
ment recently, returns to the 
U.S.A. in a few weeks. He was 
formerly advertising manager, 
Boosey & Hawkes, and has run 
his own advertising consultancy 
He has also been stage and film 
director, and playwright 


* *» * 


Advertising and display man- 
ager with Greenlees and Sons 
(Easiephit footwear) Ltd. for 43 
years, Peter’ Dobbie has retired. 
He was a founder member of 
Leicester Publicity Club, of 
which he is a life member, and 
vice-chairman of the “Three P's” 
committee —- Press, publication 
and publicity of Leicester 
pageant. At a recent gathering 
he was presented with an in- 
scribed gold wrist watch and a 
cheque, the gifts of directors, by 
Mr. R. S. Greenlees, managing 
director and grandson of the 
founder. 

He is succeeded by Neil 
MecKelvie, who has been assist- 
ant advertising manager for the 
past tWwo years 


* * * 


Philip Gardner, formerly assis 
tant account executive with 
McCann-Erickson Advertising 
Lid.. has become account execu- 
tive with Godbolds Ltd 


U.S. Publishers’ 


improper concept of what is 
useful; faulty research direction, 
usually by unqualified personnel 
on the publisher's staff: not 
enough money spent to do the 
right job; and faulty methods 
Examples of this last weakness 
are unrepresentative samples 
(eg no follow-up check on 
people who do not answer mail 
surveys, improper use of sub 
scription lists) poor question- 


Dan Ingman 


Peter Dobbie 


Thomas H. Rhind has been 
appointed publicity officer to J. 
& H. McLaren Ltd. of the Asso- 
ciated British Oil Engines group. 
Mr. Rhind was for several years 
advertising manager to Alexandre 
Ltd., and also northern manager 
to the Century Press Ltd. 

* * * 


Frank Ryan has resigned after 
four-and-a-half years in London, 
with Gordon & Gotch Ltd. and 
Gordon & Gotch Advertising 
Ltd., as manager, overseas adver- 
tising division. He will return to 
Australia early in September to 
take up a position in Sydney 

- * * 


E. T. Page, formerly assistant 
advertisement manager, Food 
Trade Review, has now moved to 
Modern Poultry Keeping in the 
same capacity. Mr. Page was 
formerly on the sales promotion 
staff of Rawiplug Paint Co., Ltd. 


OBITUARY 
W. S. Maney 
Mr. Walter Smith Maney, 


founder of the firm of W. S. 
Maney & Sons, printers, Russell 
Street, Leeds, died last week. He 
was 75. 

Mr. Maney was treasurer of 
Leeds Master Printers’ Associa- 
tion, of which he was a past- 
president, and was also president 
of the Yorkshire Alliance of 
Master Printers 

He leaves a son, and two 
daughters 


Media Research 


naires; wrong technique (e.g. 
asking consumer opinions in- 
stead of observing actions); and 
inadequate sample size. 

Publishers who cannot afford 
to spend much money are advised 
to spend what they can on getting 
sound information on a special- 
ised segment of their market, and 
to do a good job every two ur 
three years rather than a poor 
one every year. 
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Typical features from Recent issues :— 


IT CAN BE PEACE 
Brig. J. G. Smyth, V.C., M.C., M.P. 


AN OPERATION WHICH CHANGED A LIFE 


George Sava 


ITALY JOINS THE FASHION LEADERS 


Marchesa Claudia Patrizi 


SEMIRAMIS, QUEEN OF ASSYRIA 
Clifford Bax 


NEW SHORT STORY 
by Oliver Onions 


pt 
be ol 


WORLD AFFAIRS ~- FASHIONS ~- SPORT - MUSIC ~ TRAVEL ~*~ FILMS 
ART - HUMOUR - THEATRE ~- FICTION ~- NATURAL HISTORY ~- SCIENCE 


Qvenbodys 


ADVERTISEMENT DIRECTOR - 


G. LINDLEY SPARKES - 114 FLEET STREET - E.C.4 
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Advertiser's 
Weekly 


180 Fleet Street, E.C.4. "Phone: Chancery 8844 
40)- A Year Post Free 45/- Overseas 


August 24, 1950 


Members’ Opportunity 


O surprise should be occasioned by the announcement 
Ne« the Advertising Association has taken steps substanti- 

ally to increase its subscription revenue. Such a decision 
was clearly inevitable and will be received with good grace by 
members fair enough to acknowledge that no organisation can 
be expected to function efficiently under post-war conditions on a 
pre-war income. 

The Association, as we have often pointed out, has been trying 
to do a big and very necessary job with quite inadequate resources. 
The time has come when it must have an income sufficient to 
enable it, first of all to pay its way without drawing on fast dwind- 
ling reserves, then to expand its activities. The sum of £12,000 
it is hoped to obtain annually on the revised subscription basis 
cannot for these purposes be regarded as excessive. 

Never has there been a greater need for the Association, in its 
role as the central body, than to-day, when advertising is called 
upon continually to adjust itself to changing and challenging 
economic and political situations. Its scope of practical usefulness 
is limited only by the extent of the support it receives, both person- 
ally and financially, from all sections of the business. This move 
to place the Association on a sound financial footing gives its 
members an opportunity to prove by their response that they 
appreciate the services it already renders and desire it to develop 
and expand those services in accordance with the requirements 
of the times. 


Control Becoming Repression ? 


HE outdoor advertising industry has every reason to be 

concerned at the latest trends in the administration of the 
Control of Advertisements Regulations, After a period in which 
it seemed that these were to be administered with a balanced 
regard for the amenities on the one hand, and for the interests of 
advertisers on the other, the attitude of the Ministry of Town and 
Country Planning appears to have stiffened. There is now a real 
danger that control, contrary to original intention, may degenerate 
into repression 

For this change of policy there may be several explanations, 
but it is safe to assume that the representations made by local 
authorities have not been without their effect. These bodies, not 
unnaturally, dislike having their decisions, even unreasonable 
ones, reversed on appeal, and they dislike even more the measure of 
centralised control that prevents them from ruling the roost 
in their own domain. Acting, as they have done, through the 
Association of Municipal Corporations, they constitute a powerful 
pressure group which Ministers and Civil Servants tend to treat 
with respect. 

Especially disconcerting is the contention of the local authorities, 
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which has been conveyed to the Minister, that the display of 
advertisements on gable-ends and flank walls is “particularly 
offensive” and rarely allowable without injury to amenity. Many of 
the largest firms in the outdoor advertising business have for years 
specialised in this form of advertisement, and the campaign being 
waged by the local authorities constitutes a serious threat to their 
existence. Fortunately, they have a case that can be based on 
sound argument as well as on legitimate self-interest. 

The Regulations, as they have hitherto been understood, are 
designed to protect from disfigurement areas of natural or archi- 
tectural beauty, or districts of a purely residential nature. But 
the vast majority of gable-end and flank wall sites are in commer- 
cial or shopping areas, where they are part and parcel of the busi- 
ness scene. To argue, as the local authorities apparently do, that 
such advertisements are offensive, irrespective of their environ- 
ment, is to stretch beyond reason any interpretation of amenity. 
It is an expression of prejudice for which the Regulations provide 
no warrant whatever. 

The situation calls for strong and resolute action, which no 
doubt the Outdoor Advertising Industry Advisory Committee has 
already considered. An obvious move is to seek an opportunity 
to place before the Minister a reasoned answer to the points raised 
by the Association of Municipal Corporations. It might also be 
worth while to enlist the aid of M.P.s. who understand the adver- 
tising business with a view to the matter being raised in Parliament. 


To-morrow’s Topics 


RUMOUR IS RIFE about conditions 
in the paper industry. It is said 
that the supply situation is “worse 
than at any time in the past 50 

years.” And an- 


*RATIONING * othe: story speaks 

FOLLOWS of “a 25 per cent 
cut in output in 

PAPER PANIC September.” 

It is not easy to 
trace a clear picture of the true 
state of affairs, but there is one 
clear pointer to the shape of 
things to come: a number of 
leading merchants are rationing 
supplies of many types of paper 
to their customers. This action 
follows the scramble for supplies 
which began with the lifting of 
Government restrictions. Periodi- 
cals, leaflets and writing paper 
are all affected 

— el _— 
MINIATURE inn signs, printed in 
colour on thin aluminium and 
issued by Whitbread & Co, as 
part of a publicity drive, soon 

started a collecting 
WONSENSE craze in Kent 
ABOUT BEER And then, of 


course, there fol- 
PUBLICITY 


lowed the inevit- 

able protest about 
it being “undesirable because ‘t 
makes children knowledgeable 
of public houses {They} go 
from one public-house to another 
begging these signs.” 


This cry in the wilderness has 
been given publicity out of all 
proportion to its importance, but 
it 1s essential that attempts of this 
kind to interfere with legitimate 
advertising practice should be 
nipped in the bud 

In our younger days the col- 
lecting of cigarette cards did not 
induce us to smoke. And the 
Golliwog on the marmalade jar 
did not influence our attitude 
towards the coloured races! 


om eee 


THe AMERICAN PuBLic is ahead 
of the British in appreciation of 
the value of advertising. This 
example illustrates the point: 
Twenty - four 


FULL PAGE Broadway friends, 


“FOR THE ‘0° old for fighting 
met to discover 
CAUSE”’ what they couid do 


for the cause. They 
decided there might be people 
who didn't feel as ardently as 
they, and that it might help if 
they could awaken the waverers. 
So recently a full page adver- 
tisement appeared in a morning 
newspaper. Cost: £1,320 an iff 
sertion. 

The heading read: “Let's make 
no mistake about it.” The theme 
was: We've got to beat Com- 
munism 
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NET SALE IN BXCESS OF 50,000 A MONTH. THE NATIONAL MAGAZINE CO. LTD. 28/30 GROSVENOR GARDENS, LONDON, 5S.W.1 
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Climbing 
up to it... 
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Agents and advertisers recognise the 
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Sunday Pictorial as a family paper with a 

special appeal to younger families — families with children to feed and clothe. With a weekly sale 
which has climbed to an average of 5,093,935, the Sunday Pictorial goes into homes all over 
the country and is read by the whole family on the day they have time to browse through 


advertisements at leisure. 
No doubt about it, C. Vernon & Sons Ltd. recognised these facts when they recommended 
the Sunday Pictorial for Robinson’s ‘patent’ Groats. 


Sunday Pictorial 
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N my] impetuous .and un- 
scientific way I have always 
Lsupposed that people buy 
picture papers because they like 
to look at pictures, and funny 
magazines because they want to 
be amused If anybody had 
asked me, | should have said 
with a good deal of confidence 
that the best kind of advertise- 
ments to put in a picture paper 
would consist largely of pictures, 
and that advertisements in the 
funnies should be funny. 
That's the sort of chap I am. 
A hwach merchant, apt to jump 
to foolhardy and irresponsible 
conclusions on insufficient evi- 
dence. Advertising will never be 
really accepted as a science while 
there are people like me around. 
Fortunately, there are plenty 
of more responsible and pains- 


Review of 
Advertising 
by 
COPYTASTER 


taking men in the business, and 
a body of them have been spend- 
ing many years and about a mil- 
lion dollars on a continuous 
study of the readership of news- 
papers. Week after week they 
have been finding out what adver- 
tisements were most widely read; 


Every Man To 


His Humour 


and scores of statisticians have 
been analysing the results. The 
building of the Pyramids was 
child's play compared with the 
task these American publishers 
undertook, 

Was the work well done? Did 
the adding machines do their 
sums accurately? 1 am quite sure 
they did, for they arrived at a 
very good and reasonable con- 
clusion. They found that an 
advertisememt can be expected to 
attract a high percentage of 
readegs if its appearance and 
content closely resemble the 
editorial matter of the medium 
in which it appears. Write like 
Walter Winchell and you'll be 
read like Walter Winchell. Lay 
out your advertisement like an 
“advice to the lovelorn” column 
and you'll be read by the millions 
who read that kind of advice 
Put a funny advertisement in a 
funny magazine. Such are the 
wonders of science. 

But how many people do 
consciously or otherwise—adopt 
this editorial approach? The 
comic-strip or continuity type of 
advertisement is obviously a pro- 


-MAKE YOUR PRODUCTS 
KNOWN to the people 
of SOUTH WALES and 
the WEST of ENGLAND 
through the 


- SOUTH 
WALES 


ECHO 


- — 


— 


SOUTH WALES ECHO 


& EXPRESS 


HEAD OFFICE: ST. MARY STREET, CARDIFF. Tel. 7000 
ADVERTISEMENT MANAGER : G. S. REAY 


LONDON OFFICE: 


176 FLEET STREET. Tel. Central 1459 


MANAGER : GEORGE |. STUDD 


duct of this theory. 
“Reader” adver 
tisements and many 
advertisements con- 
taining recipes are 
other examples, 
but these are only 
drops im the ocean 
Punch, you might 
think, should be 
choc-a-bloc wit' 
humorous adver- 
tisements, but you | 
would be quite 
hopelessly wrong. 
Whole issues of the 
magazine appear 
without even one 


CLOMAM & SON 


The Battery with Power to Spare 


‘fo «6s; OENTON PANCHESTER ESTABLISHED 1065 


advertisement that 
departs from the strictest 
gravity and deep mourning. In- 
deed the amusing advertisement 
in Punch is such a scarcity that 
even the most lugubrious effort 
at humour makes one smile from 
sheer relief. 

Here, for example, are four 
jokes about motors and motoring, 
and | invite you to split your 
sides over them. 

*. * * 


OvpHam Barrery’s little jeu 
desprit is, 1 suppose, “after” 
H. M. Bateman’s series of which 
“The Guardsman who Dropped 
It” is the best remembered. But 
Bateman’s cartoons depended for 


their humour more on the draughts- 


manship than the _ situation. 


There's nothing intrinsically funny, 


surely, in a man being publicly 
humiliated unless he was putting 
on tremendous airs beforehand. 
Bateman's guardsman was funny 
largely because he was well drawn 
and, to a lesser extent, because 
of the contrast between his 
shivering and deflated condition 
and the splendid appearance of 
his fellows. Oldham Battery’s 
sketch, on the other hand, depends 
entirely on the fact that a very 
ardinary motorist has been made 
to look small. Do you think it's 
good enough for Punch?  Evi- 
dently quite a number of people 
did, so perhaps there's something 
wrong with my sense of humour, 
* * * 


LockmreD Brakes little jest 
is more literary than visual, and 
1 must confess that I have been 
made to smile more widely by 
tales told in many less than the 
36 words used here. Perhaps the 
greatest fault is to be found in 
the portentousness of the typo- 
graphy and the copywriter’s self- 
conscious use of an exclamation 
mark after the very heavy-handed 
humour of the headline. With a 
David Langdon drawing and 
such very large type, most readers 
would expect to find something 
very funny indeed—and I believe 


A “little jeu d'esprit” after H. M. 
Bateman? 


HE MUST W7_, 
HAVE BEEN. Z, 
A BRIGHT 


SPARK! 


The « hap w 
petrol vapour in 
made thing 


No less effecti 


LOCKHEED 


hydraulic brakes 


Onreet ATO. CRB INC TOR Ore 


“I have been made to smile more 
widely by tales told in many less 
than the 36 words used here.” 


that only the most unsophisti- 
cated will consider that they've 
found it. 
* * * 
Marrak Lupricant’s effort is, 
I think, a case of a good idea 
gone wrong. The artist was set a 
(Continued on page 314) 
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The Midlands is an agricultural as well as an industrial region. Its farming community 
is prosperous and mobile. Midland farmers as well as Midland industrialists read the 
Post—sometimes they are combined in the same individual. The very latest national 
and international news, plus -authoritative comment on regional affairs makes* the 
Birmingham Post—daily—one of the few great “ provincials” that are essential for “A” class 
marketing in town and country. 


* Diagram based on population of selected Midland: 
towns taken at last census. Rermingham apprexwnately 


one mullsen. 


To cover the Midlands first cover Birmingham 


The Birmingham Post 
Morning Daily Member of A.B.C. 
Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 


38 NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C4 
Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamavorth, Walsall and Wolverhampton 
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Studio Lisa 


They all read PLAYWAYS! 


This bright and attractive magazine goes into 
homes where there are children in the 5 to 11 
age group. And in many families its pages have 
to be read every night—not only by the children 
but also by the parents. 


These advertisers know the value of PLAYWAYS as 
a media for family advertising 


ANGIER’S EMULSION - ANGIER'S JUNIOR ASPIRIN - BIRN 
BROS. - BOOK TALLIES - BOVRIL - BROWN & POLSON 
CADBURY BROS. - CHERUB - CHIVERS - CLARKS SHOES 
CONSTRUCTO TOYS COW & GATE CUTICURA 
OINTMENT CUTICURA SOAP CUTICURA TALCUM 
DANDY TOYS - D. D. D. - FLOWERDELLS LTD. - GLITTER- 
WAX - BUTTERFLY BRAND GUMMED PAPER CRAFT - LACTA 


MILK FOOD - LINGFO FIZZ - LITTLE TODDLERS - MARS 
BARS MARTIN LUCAS MOBO TOYS NATIONAL 
SAVINGS COMMITTEE - N.S.P.C.C OxO - WM. PENN 


SIR ISAAC PITMAN - R. PITT-FRANCIS - SHARPS TOFFEE 
START-RITE - T. P. L. TALKING BOOKS - VICK - WELGAR 
SHREDDED WHEAT . WINSOR & NEWTON - WOGGLES 
SALES - WRIGHT'S COAL TAR SOAP 


Include it on your schedule 


DaywAys 


George H. Phipps, Advertisement Manager 
LUTTERWORTH PERIODICALS LTD. 
35 John Street - London - WC! - CHA 6151/2 


314 


| Co 


tinued 


hard = task — per- 
haps an impossible 
one in the space 
provided—-and he 
seems to have 


fallen between the 
two stools of real- 
ism and humour 
In his shoes I 
would have been 
tempted to show 
only a part of the 
first car—perhaps 
just the front 
wheel and radiator 

in order to have 
more room for the 
feather bed. But 
the real blame lies 
with the people 
who tried to get the 
best of both worlds 
by packing the 
lower half of the 
advertisement with 
such a mass of in- 


® - 


That CUSHIONY Feeling lasts | yo. 
longer mith MARFAK lubricant jalictes Ks Martas 


it your car feels weary, and groans water — 
pot bh 


" was «tery beann 
— * drive ve fon parts, gving com- 
o 5 jong lestun z 
“Tk ™. pose wh « an 
f 4 onal [ype greases protectun iA 

ed MARFAR (5 MARKETEO i THE UK OFC —* > 
- 

9 


REGENT OIL COMPANY LIMITED 


t MARFAK 
2 K 


Chassis lubricant 


can test the ungec edhewve 
for yourself 


tt) PAGE STREET, Leneos, w ¢ 


digestible and ir- 
relevant ballast. “That cushiony 
feeling lasts longer with Marfak 
Lubricant” is a very bad sub- 
heading indeed. More than half 
the advertisement has been occu- 
pied in telling the reader of a 
wonderful cushiony feeling that 
he can get with Marfak and then 

like a douche of cold water— 
comes a sub-head revealing that 
the cushiony feeling is no 
smoother or softer than what he 
always obtains when his car is 
greased! 

If the main claim of Marfak is 
that it lasts longer, the illustra- 
tion should have been directed 
to that point instead of concen- 
trating all its force on the soft- 
ness and smoothness. 

The copy itself is reasonable 
and straightforward, but | doubt 
whether anything is gained by the 
feeble knock at “conventional 


type greases.” The idea of hitting 
the grease with a hammer to see 
that it does not splash is excel- 
lent, and it should never have 
been buried away like this. This 
is a new product with an excel- 
lent selling point, and | believe 


on 4 8 tow 


AIR FRANCE 


“This fellow can really draw.” 


“Tried to get the best of 

both worlds by packing the lower 

half with such a mass of indigest- 
ible and irrelevant ballast.” 


that instead of the semi-amusing 
pictures the advertisement should 
haye featured the test. Advertis- 
ing has its uses—particularly in 
Punch—bdut here it is being a 
hindrance, not a help. 

About the bits and pieces at 
the foot of the advertisement one 
can only shrug one’s shoulders 
and hope that sooner or later 
sanity will return to the board- 
room What motorist cares a 
brass farthing whether Marfak is 
made, mined, mixed or marketed 
in the U.K. or in Mafeking? 

What do all these symbols, 
pictures, or trade marks convey? 
'Vhy not remove everything below 
the copy—inclitding the trade 
marks—-and say “Get it where 
you buy Regent Oil"? But of 
course all oil companies except 
Shell are so trade-mark crazy 
that I am surprised not to see 
“These are the registered trade 
marks of California-Texas Oil 
Company Ltd., Regent Oil Com- 
pany Ltd., and the Marfale Cor- 
poration of Manitoba Inc.” or 
some such nonsense across the 
foot of the advertisement. It's 
probably only by an oversight of 


the parent company’s lawyers 
that it has been left out! 
* * * 


Am France's sketch of an 
ancient motor car and its occu- 
pants is the only one of these 
drawings that I personally find 
charming or amusing to look at. 
This fellow can really draw. On 
the other hand, the slogan seems 
singularly uninspired and un- 
memorable. One of these days 
an airline is going to use its 
advertising not in an attempt to 
snatch passengers from other air- 
lines but to create new air 
travellers—and it will reap the 
reward of its pluck a hundred- 
fold. 
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ic WINDOW ABROAD 


, British ae and appliances 
a 4 


used in the winning of coal 


Britain led im introducing most of the important mining 
machinestused everywhere today—the coal-cutter, the scfaper-chain 
conveyor, the belt-conveyor and others. 


Britain still leads im novel designs of high quality and 
great range now being produced in this country. Twice a year the 
“Colliery Guardian Overseas Supplement” puts before overseas 
buyers in over 30 countries all that is latest and best in British 
mining practice. 

Type area: 10°x7"; next issue now in preparation. Specimen 
copy and rates on application, 


Colliery Guardian 


OVERSEAS SUPPLEMENT 


published twice a year in June and December 
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The B.R.M. 


PRODUCT OF BRITISH MOTOR-CAR 
AND ACCESSORIES MANUFACTURERS © 
IS THIS COUNTRY’S ANSWER TO 
CONTINENTAL MONOPOLY 
IN GRAND PRIX 
RACING 


gutospore 


will follow its fortunes 
RITAIN’S MOTOR SPORTING WEEKLY 
EVERY FRIDAY, PRICE 9d. 


ONCENTRATING on motoring sport, AUTOSPORT will 

be read by enthusiasts in this country and throughout 
the English-speaking world. These enthusiasts are readers, 
not glancers. AUTOSPORT appearing weekly, provides THE 
medium for advertisers whose products are of interest to 
the motor sporting public. 


Racing .. . rallies . . . trials . . . hill-climbs . . 


. Sprints... 
descriptions of high-performance and racing cars . . . searching 


road test reports... latest technical information . . . illustra- 


tions by top-line cameramen . . . portraits by nationally known 
be included 


artists—all will 


INCLUDE AUTOSPORT IN YOUR SCHEDULE 


Advertisement Offices 
32, GREAT WINDMILL STREET 
GERrard 3193 


LONDON w.l. 
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Pulling Power’ Pictures Make This Staff 


Journal A Winner 


ATEST newcomer among 
house organs is The Alfa- 

‘Laval Times, though strictly 
speaking it is not a new publica- 
tion but a revival after a break 
of nearly ten years. 

This is a customer journal, and 
carries no staff news at all. 
Format is crown quarto 16 pages, 
printed black and light blue on 
an off-white supercalendered. 

Much thought has gone into it, 
and expense has not been grudged 
on second colour tint back- 
grounds to blocks. It is a mis- 
take, though, to set headlines in 
light or medium sans and to 
print them in such a weak colour 
as pale blue. The pages are 
under-headlined, in the same way 
as a woman can be under-hatted 


ceptions, and usually carries a 
whole page of letters—five or six 
in number. It is not very easy to 
build up a correspondence page. 
most people are too lazy or too 
shy to write. But it can be done, 
and one way of doing it is to or- 
ganise the letters for the first 
issue of two to encourage the 
backward ones. Most editors have 
enough friends in the trade to 
be able to ask three or four 
people each month to write a 
letter on some trade subject, pre- 
ferably on something that has 
been printed in the magazine. 
The more provocative the 
letters the better. Don’t be afraid 
of your correspondents infuriat- 
ing readers; that’s the way to get 


The first few pages of this 
issue are devoted to a review of 
the company's progress and short 
descriptions of its various fac- 
tories. This is sound editing. | 
feel, however, that too great a 
proportion of the remaining 
editorial is merely catalogue 
stuff, and if this technique is per- 
sisted in the journal will rot be 
read for its own sake regularly, 
but will be used only as a refer- 
ence book, if and when a new 
piece of apparatus is required. 
Mechanised farming is not yet 
as general in this country as it 
ought to be, particularly in the 
extreme west ard north, so there 
is ample justification for includ- 
ing plenty of “how” articles in a 
journal of this kind without en- 
croaching on the legitimate field 
of the paid-for farming journals. 


* * * 


ANNOUNCING a holiday snap- 
shot prize competition, Mars 
Magazine reproduced for the 
benefit of competitors last year's 
prize-winning entry. This was a 
sound touch; it gives some idea 
of the kind of photograph liked 
by the judges 

Another good pictorial feature 
in the summer issue is the repro- 
duction of eight photographs with 
descriptive captions of men and 
women who have won prizes for 
ideas which have helped produc- 
hon. 

The editor of Mars Magazine 
knows that plenty of names and 
pictures of people win interest in 
any staff magazine. It is the old 
local paper technique which has 
been proved sound over many 
years, and which is more impor- 
tant than technically good typo- 
graphy. Not that the typography 
of Mars Magazine is in any way 
at fault, except that one or two 
of the headings are rendered il- 
legible by printing red wording 
over black half-tones. 

* . * 
Not MANY house organs invite 


correspondence from readers. 
Murphy News is one of the ex- 


Spotlight On 
House Organs 
by 


BRIAN HILTON. 


readable letters back. 
abuse, scurrilous material and 
libellous statements must be 
“subbed” out, and if you want 
to be on the safe side you can 
put a disclaimer at the top of the 
letter page to say that the editor 
does not necessarily agree with 
the views of his correspondents. 
Then sit back and watch your 
readers enjoy the fun. 


* . * 


Personal 


Pringle Bulletin, staff journal 
of Robert Pringle & Son Ltd., of 
Hawick, is by no means a parish 
magazine. To the London end 
it brings a breath of Scottish air 
—and some Scottish dialect all 
but incomprehensible to — the 
Sassenach. To the people work- 
ing at Hawick it gives a glimpse 
of business life in the Great 
Smoke. A very lively magazine 
in which the articles are varied 
not only in their content but in 
their literary style. 

This last is important. If all 
the articles are written by the 
same hand there is a grave danger 
of monotony. 


* * * 


Goodwill, review of the 
Rubery Owen organisation is a 
splendid example of brisk edit- 
ing, with plenty of staff news 
ably sub-edited and a generous 
lacing of pictures. A slightly old 
fashioned look is given to the 
quarto page, however, by the use 
of ornamental rules for boxes on 
many of the pages. I suggest 
using combinations of plain rules 
in various widths, using the old 
fancy borders only occasionally. 
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The two associated newspapers of 
the Express & Star perform valuable 
service in their respective ways. On 
Saturday nights during the football 
season over 130,000 people buy 
copies of the Sporting Star. it 
succeeds in satisfying the most 
ardent football enthusiasts through- 
out the Black Country and Shrop- 
shire for whom Saturday nights 
would be otherwise incomplete. 

The Wolverhampton Chronicle is a 
weekly newspaper which caters for 
the family circle. Semi-pictorial in 
character, it deals competently and 
comprehensively with all the news of 
Wolverhampton and the immediate 
districts. ts sales average over 
30,000 copies a week. 

Both papers, incidentally, are 
popular and successful advertising 
mediums. Specimen copies and rates 1 
will be forwarded with pleasure, 
upon application. 


EXPRESS « STAR 


The Paper with the Second Largest Provincial Evening Sale South of Sheffield 


HEAD OFFICE ; WOLVERHAMPTON 


REPRESENTED IN LONDON BY C. P. &. CRANE, 44-45 FLEET STREET, E.C.4 TELEPHONE CENTRAL 6620 


: Auaust 24, 1950 . 
317 
4 ? ; { 
‘ . 
us SPORTING Ss —— j 
Hf CHRON! . 
= g WOLVER : 
he | \ 
Mg Veo 4 
- , 
a UP 
| " () 
: *. Ao te ' 
Ze 7) | | 
. ? ’ i 
Rie: 
" piyenroone Z ee 
hie) > az HEFFIELD joa 
4 of £ 7 
ie = 2 - ge Se ~ ; - 
% | ge ver _ 
% : 4 . } XV oe . q ‘ 
aa : - 
4 ee 
i ; » pO 
ie _ 
y -Saee mein Tae in 
i en * : 


ADVERTISER'S WEEKLY 


i Mays 


ft 


Farmers Weekly is Britain’s leading | 


More farmers read Farmers Weekly than any other paper, because it makes 

topic that matters to the farming community. Technically expert, and right down to earth in practice, Farmers 
Weekly keeps the busy farmer in touch with the latest mechanised.and scientific techniques. It provides the essential 
‘know-how’ that helps add up to regular farming profits. And its extensive advertisement pages amount to an 
all-round weekly market, covering not only the whole stock-in-trade of the farming industry, but many of the consumer 
goods the successful farmer and his wife need to run their business and home, such as... refrigerators, cookers, 
furniture, and indeed every houschold necessity. Successful farmers who buy Farmers Weekly also spend through 


its advertisement pages. If you wish to extend your national sales into this large and prosperous community, you cannot 


do better than include on your schedule regular spacein FT ARMIE RS WEEKLY 


G. & DOUGLAS: ADVERTISEMENT MANAGER, HULTON PRESS LTD., 43-44 SHOE LANE, E.C.4. CENTRAL 7400 
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Harvest-time Survey Of 


AGRICULTURAL MARKET | 


Consumer Demand 


After tracing the switch from food imports to home 

agricultural production, DAVID PICKARD, of 

Research Services Ltd., pin-points a great oppor- 

tunity for the promotion of consumer goods, and 

advises: **Watch the modern farmer's wife. She 

has a critical eye and goes for the latest fashions 
in the big department stores.”’ 


HE last ten years have 
I been revolutionary for 
British agriculture, every 
bit as revolutionary as the mid- 
19h century was for British 
industry. During this short 
period farmers have scen_ the 
depths of depression give way to 
comparative prosperity; the daily 
routine of their lives has been 
altered by a vast increase in 
mechanisation; and, last but not 
least, they have seen agriculture 
grow from a poor relation of in- 
dustry into an equal partner 
Farmers themselves are deeply 
conscious of their changed status, 
and determined to maintain the 
increased prosperity which sym- 
bdlises their added importance in 
the community. They view with 
alarm any action that seems likely 
to re-awaken that suspicion of 
the farmer that they are sure lies 
dormant in the minds of all 
townsmen. 


The Misadventures 

Of Mr. Evans 

In these circumstances it 1s not 
surprising to find that one man’s 
name has been the principal topic 
of conversation in farming circles 
during the past few months. When 
Mr. Attlee announced the mem- 
bers of his new Government, one 
of the least controversial appoint- 
ments was that of Mr. Stanley 
Evans to be Parliamentary Secre 
tary to the Minister of Food. On 
April 14, just two months after 
his appointment, he held a Press 
Conference in Manchester. By 
April 17 the Prime Munister was 
writing to the president of the 
National Farmers’ Union con- 
firming the fact that Mr. Evans 


has resigned. During those three 
days the peace of the countryside 
was disturbed by loud and angry 
voices, while the National 
Farmers’ Union issued statement 
after statement, each worded 
more strongly than the last. If 
Mr. Evans had accused the 
farmers of eating their young he 
could scarcely have aroused more 
shocked opposition than he did 
by using the word “feather 
bedding.” 

Let us first of all see what Mr 
Evans actually said—and he has 
aggravated the crime by going on 
saying it In an impenitent sort of 
way ever since. The British 
farmer is, he said, enjoying a 
privileged position. Income from 
farming is now nearly five times 
what it was in 1938, and the effect 
ef food subsidies is not only to 
shield the farmer from the effects 
of competition, but also to 
isolate him from the cffects of 
consumer preferences. The in- 
efficient farmer is guaranteed the 
same price for his produce as 
the efficient one, and high sub- 
sidies do, in fact, “conceal g good 
deal of inertia and inefficiency.” 
Mr. Evans went on to say that 
“consumers were becoming a 
milch cow to be milked irrevoc- 
ably and continuously by our 
friends of the countryside.” 

Unfortunately for him, Mr 
Evans's examples were ill-chosen 
and some of his figures dounrful. 
His friends of the couctryside 
had little difficulty in making 
much that he said sound pretty 
silly They poured § cheerful 
scorn on the farmer he quoted 
who had managed to grow 100 
acres of potatoes at a cost of 
only £1,000 This, said the 


Ten-year Revolution Has Developed Vast New 


farmers, was indeed a remarkable 
achievement, since the cost of the 
seed alone would have been more 
than that. The comparison of 
1938 with 1950 they said, with 
justification, was unfair. British 
agriculture was acknowledged to 
be deep in depression in 1938, 
and the £60 million of wmcome 
from farming in that year did, in 
fact, work out at only £160 per 
year per farm. They added that 
the present total of farm incomes 
(£283 million) only works out at 
an average of £750 a year per 
farm, and that this represents noi 
only the remuneration to the 
farmer (and his wife), but also 
interest on the quite considerable 
capital required to run a farm 
these days 

Now that the dust and flurry 
of the original conflict have died 
down we can make a more sober 
assessment of the arguments on 
both sides. For all the ebullience 
and inaccuracy of his statements 
Mr. Evans did bring into the pub- 
lic eye an issue that is worth 
thinking about, an issue whicn 
is of very practical interest not 
only to the manufacturer who 
sells to the agricultural market, 
but also to us all 4s consumers. 


Effect Of Food 
Imports On Farms 


For years before the war 
British economic policy called for 
“cheap food.” We bought our 
food from overseas at the lowest 
market price available, without 
concerning ourselves too much 
with the effect on our own farms 


at home. By this means we hoped 
to keep the cost of living down to 
the industrial worker, and by so 
doing, keep industrial wages and 
the cost of the finished product 
down too Another, and less 
attractive result, was that by 1938 
home agrculture was almost 
bankrupt 


Food Subsidies And 
Hard Currency 


The post-war position was very? 
different indeed. Agriculture was) 
now a priority industry whose® 
hard currency saving ability must® 
be fostered at all costs. Over the? 
war years the struciure of food) 
subsidies had grown up as @ 
means of counteracting inflation, 
and remained, under a Labour® 
Government, as a means of re-9 
distributing incomes. The precise» 
economic function of these sub-9 
sidies is one of the root points) 
of difference between the farmers 
and their critics 

In 1949 the Ministry of Food? 
sold the produce of British farma” 
for £275 million Jess than they? 
paid British farmers for it. Too 
the farmer this payment was? 
simply a subsidy to the consumer, 7 
and quite distinct from the rela-] 
tively small subsidy paid direct to 
the farmer, e.g. for fertilisers, for 
bringing marginal land into pro- 
duction, etc. To the economist, 
on the other hand, the subsidies 
are rather more than this. If they 
were reduced, prices of farm 
produce would rise sharply, and 
demand would decline. Thus, in 


(Continued on page 320) 


“Farmer and Stockbreeder’ photo 


These farmers have, during the last ten years, acquired modern 
machinery and, at the same time, greater wealth and freer buying 
habits. 
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Brings BETTER results 
from the Poultry Industry 


Firm orders, rather than enquiries, from an 
advertisement are the measure of a journal's 
success as an advertising medium. 
“Modern Poultry Keeping '’ the “ reader- 
interest "’ journal of the poultry industry, 
brings this type of result. 

Reaching a wide field, embracing every type 
of poultry owner from the Specialist to the 
“back-yard’’ producer, an advertisement in 
“Modern Poultry Keeping’’ brings a greater 
weight of orders and heavier aggregate 
results than any other medium. Try it! 
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Garden Work. 


Everybody's Gardening Paper 


This loved friend and adviser of generations of 
gardening enthusiasts is now quickly re-expanding 
ts war-restricted circulation Ciuaranteed sales 
already exceed 22,000. Great opportunity for far- 
seeing adverticers to take advantage of favourable 
rates position 


Established 
1912 


Nurseryman 
& Seedsman 


Exclusive to the trode only 


Every 


Price 
Saturday 


Vigorously independent in its editorial views, lively 
and authentic in presentation of up-to-date 
news and technical information. this old-established 
journal is excellently produced, and is regarded by 
its readers and advertisers alike as THE journal 
of the Nursery and Seed Indus! 


Established 
1894 


its 


Every 


By Post 
Thursday 


26s. p.a. 
Publications of 


THE CABLE PRINTING & PUBLISHING CO. LTD. 
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so far as the subsidies keep de- 
mand for what the farmer pro- 
duces artifically high, they are, in 
effect if not in name, a subsidy 
to agriculture. The manufacturer 
with an interest in selling to 


TABLE I. 


Annual income 
Average 
£433 
£596 
£778 
£1,842 

country areas may be less con- 
cerned with the economics of the 
situation than with the thought 
that if that £275 million subsidy 
were appreciably reduced, then 
so would his market dwindle. 

The farmers themselves are, not 
unnaturally, sensitive on this 
point. Farm incomes are at the 
moment higher than for genera- 
tions, even if Mr. Evans's excit- 
ing picture of farmers taking £1 
notes to the bank in sacks is a 
little off the mark. A number of 
esimates have been made as to 
just how big they are, the latest 
official one relating to the years 
1948-1949 

Table 1 shows how very wide a 
difference there is between the 
average income of the small farm 
and that of the large farm, and 
Table II shows the number of 
farm holdings of cach size group 
in England and Wales the Scot- 
tish spirit of independence seems 
to find expression in producing 
a@ quite separate and not com- 
parable set of statistics 


Size of Farm 
Under 50 acres 
SO-100 acres 
100-150 acres 
150 acres and over 


These tables emphasise how 
difficult it is to generalise about 
farmers, but the large farms (and, 
therefore, the larger incomes) do 
tend to group themselves in cer- 
tain arcas. 

Table III lists, by county, some 
of the areas which contain a high 
proportion of the larger farms. 
it will be seen that in terms of 
total numbers of such farms, 
seven out of the 10 leading coun- 
ties are in the eastern half of the 
country. In Northamptonshire 
and Nortaumberland nearly one 
farm in three is over 150 acres, 
while in Essex and Suffolk the 
proportion is one in five. 

Is there any danger of subsidies 
being diminished and farm in- 


TABLE Ill. 
Counties containing 
farms of 150 acres 
Yorkshire 
Lincolnshire 
Devon 
Norfolk 
Essex 
Shropshire 
Suffolk 
Somerset 
Northumberland 
Northants 


the 
and 


most 
over 


comes affected? 
answer is an emphatic “No” 
from both parties, but the 
Government's decision to fix a 
ceiling to food subsidies does 
have one interesting e¢ffect—in 
future any increase in the farmer's 
costs of production must either 
come out of his own pocket or the 


Politically the 


TABLE Il. 


consumer's It is 
too soon to see the 


No England 
i Wales 

229,819 
60,177 
1.090 


Size of Farm 
Under 50 acres 
50-100 acres 
100-150 acres 
150 acres and 
over 


46.156 


167.94? 


effects of this, but 
the prices agreed 
between the far- 
mers and the 
Government for 
1950/51 do show 
‘that the farmers 
themselves have 
had to accept a 
share of the 


of total 
63 
16 


This load will pul 


purchasing power into the pocket of the 


farmers wife. 
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machinery is in common Use. 


increased costs. This may be 
just the sort of gentle prod that 
the industry needs. However, it 
is to all intents and purposes 
certain that so long as Britain 
has currency difficulties—and that 
looks like being a very long time 

then the farmers will be able to 
demand a considerable measure 
of Government support. 

But this picture of an industry 
dependent on Government! sup- 
port is not complete without 
some account of the farmers’ 
achievements. In 1947 the 
Government set production tar- 
gets which they required should 
be reached by 1952. They were 
ambitious targets—some of them 
called for increases in output of 
the order of SO per cent. Milk 
producers have already passed 
their target, and farmers as a 
whole have increased production 
by three-quarters of the amounts 
called for with two years still 
to go. 

By the end of 1952 British 
farmers hope to be providing the 
housewife with more than half 
of the food she needs for her 
family. These increases have not 
been brought about easily. The 
acreage of grassland for livestock 
has been considerably reduced so 
that more land can be sown to 
crops; much marginal land, diffi- 
cult to work and expensive to 
cultivate, has been brought into 
production with Government 
assistance. 


Rural Beauty: 
War Office Forte 


The increases in output have 
called for considerable capital ex- 
penditure (in 1948 British farmers 
bought £14 million worth of 
machinery), and the farmer is as 
anxious as the manufacturer 
about the rising cost of capital 
goods, Productivity per acre has 
gone up; as an example of how 
this helps, the Minister of Agri- 
culture was able recently to de- 


Even in the remote mountain areas of the Lake District, modern 
And with modern machinery comes 
a modern outlook—and modern buying habits. 


crease the acreage target for 
wheat. 

Another difficulty is the in- 
creasing demand for land for 
other purposes. In the Midlands 
and North opencast mining is 
putting good land out of commis- 
sion for years to come, planners 
are hungry for land on which to 
house the overflow from our 
towns, while the War Office is 
known to have a keen apprecia- 
tion of rural beauty spots. 


And Then There Is 
Always The Weather 


One thing not even the Govern- 
ment can protect the farmer 
against, and that is the weather. 
This has been a season of ups 
and downs. First reports of the 
crops from all areas were guarded 
but hopeful. Then on July 3 the 
whole of Southern England had 
a heavy continuous downpour of 
rain which in many places flat- 
tened a lot of the grain crops 
By the beginning of August it was 
fairly clear that most of the 
counties south of a line from the 
Wash to the Severn would lose at 
least a part of their grain crop 
through storm damage. The 
worst reports put the loss at any- 
thing up to a quarter, Essex and 
Suffolk seem to be fortunate ex- 
ceptions. No one can be quite 
sure yet how far the increased use 
of combine harvester threshers 
(which can be fitted with special 
attachments for laid crops) may 
make good some of the damage. 
Some areas are anxious about 
labour shortages. 


Further North the counties 
which escaped the worst of the 
fain report very much better grain 
crops. In Scotland some of the 
crops have even suffered from 
drought. 


Some of the root crops however 
are very much more promising. 
Pre-harvest reports from farmers 


(Continued on page 322) 


Over 17 Years 
of Uninterrupted Service 
to Discriminating Readers 
and Advertisers 


Y GARDEN is unique—and not only in its own § 
field of horticulture. It is one ot the very few 
magazines to-day with real editorial personality. No 
other magazine in the world treats the great subject 
of gardening with such technical ability, yet every 
issue is rich in humanity and humour. Advertisers 
who want such a discriminating, cultured and well- 
to-do public use My GARDEN. Apart from a long list 
of horticultural advertisers the following firms are a ' 
few of those who know its value. Perhaps you too 
could use it with advantage? 
W. D. & H. O. WILLS, GUINNESS, HOVIS, 
HUNTLEY & PALMERS, JOYCE SHOES, K.L.G. 
PLUGS, LLOYDS BANK, MACFARLANE LANG, 


OSRAM, PLAYERS, SOUTH AFRICAN WINE, 
FARMERS ASSOCIATION, TRAVEL ASSOCIA- 


4 


TION, VAUXHALL MOTORS, BOOTS, 
CHAMBERS ENCYCLOPAEDIA, CUSSONS, 
CUTICURA, DUFRAIS VINEGAR, ESSE 
COOKER, FINDLATER’S SHERRY, FORD 


MOTORS, FRIGIDAIRE. 


My Garden 


The Intimate Magazine for all Garden Lovers 
FOUNDED AND EDITED BY THEO. A. STEPHENS 

Specimen Copy and Rate Card from 

HILLIER ROAD, GUILDFORD, 
Phone: Guildford 61846 
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are rarely over-sanguine, but 
some East Anglian sugar beet 
producers speak of outstandingly 
good crops. Potato crops too are 
good, particularly in the South- 
East and Midlands. although 
there may be some blight about 
if the early crops are anything to 
go by. 

Last 


year livestock farmers 


were short of good pasture, but 
grasslands this year are almost 
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high level of prosperity in agri- 
culture. But what opportunities 
does the agricultural market offer 
to the manufacturer of non-agri- 
cultural goods? 

At least one advertiser in the 
farming Press has recently hit 
the answer off very well. The 
Rayburn advertisement (repro- 
duced on this page) under the 
headline “I'm fed up with my 
old-worlde farm kitchen” goes 
on, “Everything 
about this farm is 
modernised — ex- 
cept my kitchen.” 
This illustrates 
two important 
points, one of them 
perhaps by acci- 
dent. To the far- 
mer the fertility of 
his land comes 
first and a lar 
part of his incom 
is Very soon trans- 
lated into capital— 
fertilisers, tractors, 
combine harvesters, 
milking machines 
and the like. This 
is not, of course, 
the point the Ray- 
burn people have 
in mind. But for 
generations the 
farmer's wife has 
had to make do 
with primitive 
equipment often in 
decorative, but 
nevertheless primi- 
tive, houses and 
cottages. 

The farmer's 


; 


This ad. hits the nail on the head. 
The farmer's wife has a modern 
outlook now 


everywhere doing well—a wettish 
summer is more popular with 
livestock farmers than with crop 
farmers. This is particularly wel- 
come news since any shortage of 
pasture is more acutely felt now 
that so much grassland has been 
turned over to crops. Both fat- 
tening cattle and milk herds have 
had a good summer. Feeding 
stuffs are still very short, but the 
reduction in the extraction rate of 
flour recently announced means a 
windfall of some quarter of a 
million tons. 


High Prosperity 
To Continue 


This article is written some time 
before the harvest is finally home, 
and the English summer is quite 
capable of making nonsense of 
any predictions before the printer 
even starts to set the type. Never- 
theless, it seems that taking the 
country as a whole this year pro- 
mises to be an average one as far 
aS grain crops are concerned, but 
well above average in other 
respects. 

There is, therefore, every hope 
that a good harvest will help to 
maintain the present relatively 


wife is his busi- 
ness partner; she plays her part in 
keeping the farm going, and has 
her say in how their income is 
disposed of. The National 
Farmers’ Union held an annual 
general meeting in London re- 
cently. Their own publication, 
The British Farmer, published a 
photograph of a ‘group of dele- 
gates’ wives out shopping. They 
didn’t look in the least like 
country mice nervous and wide- 
eyed in the big city, They were 
inspecting with a critical and ap- 
praising eye the latest fashions in 
a big department store. The 
modern farmer’s wife is, in more 
ways than one, worth watching. 


S. AFRICAN HOUSE 
ORGAN’S SUCCESS 


Man's Shop, 60-page, glossy, 
pocket-size house organ of the 
African Clothing Factory (En- 
sign) Ltd., of Cape Town, has 
received an honourable award in 
the International Industrial Pub- 
lications Contest held at Pitts- 
burgh, U.S.A. The company’s 
tabloid newspaper, Ensign News, 
has also been honoured. Both 


are edited by Mr. Fraser Gill, 
Ensign’s publicity manager. 


ries 
- 


; . ae 
PCs = —— a 
‘ i at 
& 
> a 9 ee 
a 
em 
= 
i ros 
= 
¥ 
. “IM FED UP aa 
: a 
with my old-worlde i F 
farm kitchen’ . 
kit : 
7 ) by 4 ; 3, ia 
4 Pr ww, sh 
—_ - TA J 
. ¥ 4 
gs wey =f 
3 | a sensriaie 
2 why you + Sey 
; ee ie 6 Repos ee 
1 Lew foe m 
: ye eer 
* 7 @ Room 
+} ree torte + tle 
~ : am a 
te 8 fou. power i 
; ; tm © Penny of & a 
Ss , y Some T hp ® aft 
wer =r: St a 
Le & PO poner Thee tes 
| = vee! Seslders 9 nes 
i RAYBURN & cores Coonen ews ie 
— ——— ater 
iy 
po a 
aes | 
cy 
cal 
bp 
"a 
i 
| ; 
Po i 
<¥. 
a 
i 
| aoe 
* f 
i" : Evers Sgt ye teres cae Dy 
id t “ ' a a 
Te Se ee meee 0 a |= | ae le a One a cI)” 


Auoust 24, 1950 : ADVERTISER'S WEEKLY 


Book Space now in 
Motor Show Number 
on sale October I3 


GUARANTEED 
AVERAGE NET SALE 


W. F. RATHBONE, ADVERTISEMENT MANAGER 


PUBLISHED BY HERBERT |. THOMPSON LTD 
8 QUEEN ANNE STREET PORTLAND PLACE LONDON WI 


——_—_—_<_ EE  =—l 

2s ee | gf . 
lee eg | \ fe * : Bains 
"e ae 96S se 

i: &g 

: | 
jeads ¢ | 

‘| a GooD MOTORING 

| a 

. ry ro 

: | on eve \ 


ADVERTISER'S WEEKLY 


Asks WILTON EVAN. 
Wondering whether the 
witches’ incantation in 
“ Macheth ” — “ double, 
double, toil and trouble” 
— does not scare some 
advertising managements 
off seasonable tie-ups, 
our contributor mentions 
a few praiseworthy efforts 
spotted in the “dog days.” 


RADITIONALLY, 

August is the holiday 

month—and the dog days 
have their quaint effect on the 
weekly newspaper office. Freak 
potatoes sprout in the news 
columns, and the noble art of 
journalistic “flam" comes into its 
own; newsagents, with the no- 
returns bogey over their heads, 
cut their orders to the bone to 
meet expected holiday cancella- 
tions; and advertising managers 
receive a few  faint-hearted 
appeals requesting less space 
“owing to the seasonal decline in 
business.” 

Thus, when enterprise seems at 
Ja relatively low ebb in some 
offices, “Regional Weeklies” feels 
obliged to shed a little limelight 
on Fe pane ventures, and 
gratifying possibilities. 


os - 7 


IRST place in the sun this 

month goes to the Yorkshire 
Observer Budget, published by 
the Bradford and District News 
paper Co. Ltd., whose four-page 
feature supplement on More- 
cambe and Heysham was one of 
the most successful holiday tic- 
ups so far spotted. 

Feature articles on the seaside 
borough, with photographs and 
line-blocks, boost the many 
attractions offered by the holiday 
resort, and are well supported by 
prominent display advertisements 
of the various shows. 

Copy in the news columns is 
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WHY NOT SEEK THE 
MISSING LINK? 


factual and straightforward, 
there is no undue eulogy or over- 
emphasis. The local angle has 
not been forgotten, however, and 
due mention is made of Brad- 
ford’s links with the progress of 
Morecambe, and the part played 
by Yorkshiremen in developing 
the resort. 

There is, in fact, a large pro- 
portion of Morecambe’s popula- 
tion with roots in Bradford, the 
supplement maintains, “hence 
Morecambe’s other name of 
‘Bradford-by-the-Sea’.” This is 
the type of comment which 
marks the supplement as home- 
spun. Some of the advertise- 
ments, too, assuring Yorkshire 
folk they are “right welcome,” hit 
a true note. 

Across the double - column 
spread of the centre pages is a 
panoramic view, printed against 
a sunshine yellow background, 
with the slogan “Beauty sur- 
rounds — Health Abounds.” 
Readers are urged in a double- 
column panel to keep this special 
section and take it with them 
when they go on holiday to 
Morecambe. 

This is a gradely effort, and 
one wonders that the larger pro- 
vincjal weeklies do not go in for 
such link-ups more often. Oppor- 
tunity is surely knocking pretty 
hard as Wakes weeks approach? 

The same sunshine yellow is 
used on a front page picture of 
early harvesting in the Observer 
Budget, and the home page fea 
tures employ an attractive shade 
of red colour printing for heading 
blocks and pattern sketches 


+ * * 


© Shakespeare the advertis- 
ing world is eternally in- 
debted, How often he has helped 
the harassed copywriter over a 
“style” will re’er be counted 
lne4vertcatly, however, the 
Bard poses a shrewd question 
with the witches’ incantation from 
“Macbeth.” The reason many 
advertising men fight shy of these 
tie-ups is because they believe it 
is usually a case of 
Double, double, 
Toil and trouble... . 
Often, however, co-operation 
makes light work, and now that 


most of the leading seaside towns 
have experienced publicists work- 
ing on their behalf, good 
“doubles” are arranged with the 
minimum of fuss. 


* * * 


UBLICITY is as essential to 
a seaside town as is the 
ozone, and the majority of the 
seaside papers appreciate this. 
They give ample space to such 
considerations and are often the 
battleground for local contro- 
versy. ; 

Critics of the local Publicity 
Association's efforts to advertise 
the town and of its proposed 
autumn illuminations have been 
given plenty of rope by the 
Llandudno Advertiser. Appar- 
ently it costs £6,000 a year to 
advertise Llandudno ~- as 
modestly as at present. ajor 
items are £2,500 for printing and 
distributing a guide book; £1,500 
for Press advertising, and £1,000 
for salaries and wages. This 
leaves £1,000 for printing posters, 
accommodation lists, and the 101 
other items necessarily incurred 
in serving the town. To this out- 
lay the Council contribute the 
product of a twopenny rate— 
about £1,500. 

Some critics have contended 
that as a town rate is levied all 
ratepayers who wish should be 
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mentioned in the official guide. 
The Advertiser permits one of its 
correspondents to single out these 
critics by name, quote the rate- 
able value of their premises and 
how much they thus contribute 
towards advertising the town. 

lady provides a modest 
3s. 8d. a year. 

“How much advertising do 
they think can be done with this 
sort of money?” asks Mr. T. 
Turner Pilling, chairman of the 
Publicity Association. “Do they 
not realise that if everyone 
thought they had done their duty 
by contributing a paltry two- 
penny rate we should not be able 
to advertise the town at all?” 

Congratulations to the Adver- 
tiser for not toning down some 
of the exchanges. One interest- 
ing point. Of the 50,000 in- 
quiries received each year at 
Liandudno, nearly 40,000 are 
traced directly to Press advertis- 


Recently the Advertiser lent its 
plant for the production of a 
daily newspaper for one of the 
big conferences held in the town 
—an example of co-operation and 
enterprise which other firms 
might copy with advantage. 


* * * 


ERE is another example of 
useful and profitable co- 
operation by the seaside. 

The Southport Visiter featured 
a composite halfpage when an 
old-established local chemist's 
had their Lord Street premises 
reconstructed. 

The bulk of the space was 
taken by the firm itself, and in a 
strip panel they gave credit to 
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the various contractors whose 
work had helped to preserve the 
original atmosphere in a modern 
establishment. 

Surrounding this advertisement 
were smaller displays by the con- 


minute racing service and general 
news. Close by was a stop press 
machine, for printing this news 
in the fudge of the Northampton- 
shire Evening Telegraph. Other 
exhibits included a flong, and 


a oS 


“The big shows offer every inducement for local paper enterprise” 


writes our contributor. 


Here is an 


“Isle of Ely and Wisbech 


Advertiser” operator setting = names for 2d. a line at the local 
ow. 


tractors concerned, the whole 
making a neat and purposeful 
design. 

* . * 


NTRODUCING the A and 
B system for classified adver- 

tisements—“a system we have 
never liked, and only adopt now 
as a last resort’—the Herts Ad- 
vertiser, in a leading article, 
emphasised the great reluctance 
with which it had made the deci- 
sion. Prospective advertisers had 
sometimes been kept waiting 
eight weeks. 

Might it not be well for other 
weeklies, where the system has 
been operating some time, to em- 
phasise, editorially, on occasion 
that they are the victims and not 
the makers of this policy? 


* * * 


HE big shows—agricultural as 

well as industrial — offer 
every inducement for enterprise 
on the part of local papers. 

Local history was made by the 
Peterborough Citizen and Adver- 
tiser, on the occasion of the Peter- 
borough show, by publication in 
two colours. The front page 
banner headline, a two-decker. 
and all headings on pictures were 
printed in Royal blue ink, and 
a four-page supplement was 
neatly detachable. Staff camera- 
men took over 500 photographs 
during the three days of the show, 
and many of these were on view 
within an hour of being taken 
at the newspaper's own stand— 
one of the most popular in the 
show. 

A linotype machine was in 
operation and many visitors had 
their names set, and watched 
with interest the working of the 
keyboard. A teleprinter was in 
action, too, bringing an up-to-the- 


visitors were 
into photo processing. 


Save for two semi-solus posi- — 


tions on the front page, the sup- 
plement carried no advertising. 

Next year, of course, it may be 
possible to enlist advertising sup- 
port for an even larger supple- 
ment. There should be eager 
takers with colour as an extra 
inducement. 

* * * 
ir fact, it might well be argued 
there's no business like show 
business, so far as advertising is 
concerned. 

For the Exeter show a good 
composite page was featured by 
the Devon and Exeter Gazette. 
No fewer than 12 displays, most 
of them in 6 in. double column, 
were Carried calling attention to 
the various siands and exhibits. 
Similar enterprise was shown by 


Devon & Somerset News in con- | 


nection with Tiverton show. 


Colchester’s First 
Two-Colour Ad. 


The first two-colour advertise- 
ment published by any newspaper 
in the Colchester area in over 
100 years of journalism appeared 
in the Essex County Telegraph 
on August 11. It was a half- 
page in red and black for South- 
cliffe Trailer Camp Ltd., caravan 
distributors. 

This ad. has aroused much 
interest among local tradesmen, 
and the paper hopes to continue 


the colour spaces at regular inter- ¢ 


vals. 

Another lar advertisement 
feature has mn a “Spot the 
Error” competition. In this, 
prizes are offered each week to 


readers who can find the wr 
mistake contained in one of the 
ads. in the centre double-spread. 
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GET YOUR MESSAGE INTO THE HOMES OF 
NORTH WORCESTERSHIRE AND SOUTH 
STAFFORDSHIRE BY USING THE 


DUDLEY HERALD SERIES 


Certified net sales 33.929 copies per week 
LONDON OFFICE 

154 FLEET STREET, E.C4. Phone: CENtral 7955 
HEAD OFFICE 


PRIORY STREET, DUDLEY. Phone: Dudley 2424 


GUERNSEY 
BRITAIN’S OLDEST POSSESSION 


is second to none for the high quality and output of its 
Agriculture and Horticulture produce. 


The population of nearly 45,000 enjoys a good standard 
of living. 


Well over 100,000 tourists visit this island during the 
season 


This wealthy and compact market is covered by:— 
GUERNSEY’S OLDEST NEWSPAPER 
GUERNSEY STAR 
(Esq. 1613) 

BORDAGE, ST. PETER PORT, GUERNSEY 
Londen Reps. C. H. G. Nida Led. 9! Se. Martin's Lane, W.C.2 


SPECIALISTS IN DESIGN AND 
vA+ PRODUCTION OF BROCHURES, 
Pe ist CATALOGUES AND SALES 


PROMOTION MATERIAL. 


ASTRAL ARTS GROUP LIMITED 


245, Vauxhall Bridge Road, London, 8.W.1. Tel. : Vie. 3902/5 


DISPLAYS 
EXHIBITIONS STANDS 


MERCURY 


DISPLAYS LTD. 


saonnale BRIDGE 
RiA-S.w.i. TEL. 
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A Press is Blessed 


O Almighty God, from Whom 
comes right judgment and truth, 
bless, we pray Thee, this press 
and all who serve it, that it may 
be an instrument for the advance- 
ment of truth, the increase of 
charity, and the promotion of 
citizenship among us. 

So prayed the Vicar and Rural! 
Dean of Leamington (Canon 


Streatfeild) on July 14, when the 
new Scott-Vickers rotary was 
inaugurated in the Press room 
of the Leamington Spa Courier 
The paper will now be printed at 
the rate of 40,000 copies an hour, 
compared with 10,000 an hour 
previously. 

The press was the first of its 
kind to be installed in this 
country. 


The Mayor of Leamington Spa pushing the button to set the new 


press in motion 


Next to him is Stanley Ciarke, “Courier” managing 
director, and on the extreme right H. G. Clarke, O.B.E., 


chairman 


and managing director. 


POSTERS SELL A WEEKLY 


After the ban on outdoor ad- 


| Vertising was lifted, the Croydon 


Advertiser and its seven associ- 


| ated newspapers embarked on a 


tic ona Sencha 


poster campaign which has 
aroused considerable interest and 
favourable comment in the 
district, 


The slogan and town crier’s 
bell device which had been fea- 
tured in newsagents’ bills were 
incorporated in the design of 16- 
and 48-sheet posters, and these 
were displayed on solus sites in 
the areas covered by the seven 
papers. 
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NEW BOOKS REVIEWED 


Lettering And Typography 


The Elements of Lettering. Benson and 
Carey (McGraw-Hill Book Co., 328) 

Type Lettering, cdited by Alfred 
Bastien (The Typographical Centre, 21s.) 

These two new books are 
entirely different in character and 
purpose. The Elements of Letter- 
ing is a thorough textbook for 
the serious student, Type Letter- 
ing an extremely handy book of 
reference. 

The authors of the American 
book are well known in American 
typographic circles. Mr. Benson 
is a sculptor, author and lecturer, 
and managing partner of The 
John Stevens Shop, of Rhode 
Island, noted for its stone 
carving. Mr. Carey is also a 


Reviewed by 
E. SEARLE AUSTIN 


partner in The John Stevens Shop 
and a lecturer. 

These two working partners 
have approached their subject in 
a spirit of deep seriousness. Their 
aim is “to help to a_ beiter 
practice of lettering those who 
are interested.” They would, | 
imagine; be the last to rebut the 
opinion that only people who are 
very interested in typography 
would devote the time necessary 
to so thorough a treatise. Start- 
ing right from the beginning they 
examine every facet of the art 
of lettering. Nothing is taken 
for granted They make no 
statement, however obvious it 
may be, at any rate to students 
of typography, without explain- 
ing it, apparently in case some- 
where there is a reader who has 
at some time taken a truism for 
granted without really under- 
standing what it meant. 

This is a book for the teacher 
rather than the student. It goes 
far beyond the practical know- 
ledge required for the day-to- 
day practice of lettering, but the 
teacher will find it invaluable in 
helping him to plan his own 
lectures. 

The contents are divided into 
three Books The first is 
entitled “The Theoretical Ele- 
ments, or Letters as Things to 
be Understood.” This section is 
quite short and quite abstract. 
It discusses the idea of lettering, 
and sets out these Five Rules: 

“By keeping the causes of 
letters simple, by keeping these 
causes real, by understanding 
their’ degrees of identity with 
ourselves, by handling them in 
proper relation to each other, and 
by the understanding of stages, 
we can keep our minds so clear 
about the facts of lettering that 
we shall have no excuse for 
becoming confused. If we follow 
these principles, we should have 


little difficulty in avoiding the 
pitfalls that beset letter designers 
to-day.” 

I feel that the student will pass 
quickly on to book two, which 
with “The Practical 
This traces the 
course of the letter formation, 
and gives a great deal of practical 
advice on instruments for mark- 
ing, for writing and for incising. 
There is far more information 
here than the average lettering 
man is ever likely to use con- 
sciously, but the section is 
extremely interesting because it 
present all its facts in relation to 
each other, and the lettering 
artist who draws on paper will 
be the better craftsman for a 
knowledge of the problems of the 
wood-cutter and the carver in 
stone, 

Book Three is devoted to “The 
Historical Elements.” It dis- 
cusses the pictographs of the 
ancient world, the letter forms 
of the medieval world, and the 
influence of the machine in the 
modern world : 


“Type Lettering” 

This book is intended for the 
tyro and for the collector of type 
specimens Its first 17 pages 
explain in quite simple terms how 
to become proficient at sketching 


type forms. Here is the editor's 
advice : 
“The foundation of typo 


graphical knowledge is familiarity 
with the Roman alphabet in its 
pure form, and for our purpose 
this means the ability to limn it 
accurately from memory; to have 
it so completely at the finger tips 
that it can be lettered as easily 
as one might write ordinary 
handwriting. Everything else 
comes from that single speciali- 
sation, and the person who takes 
this precept well to heart will 
find the sure road to success.” 

I feel that this is rather an 
over-simplification of the student's 
problem, and that intimate know- 
ledge of the Roman alphabet is 
only the first of many necessary 
steps. However, these first 17 
pages are really only an intro- 
duction to a most fascinating 
collection of 136 type faces. Some 
of the types are extremely rare 
in this country—and indeed are 
to be found only in the resources 
of The Typographical Centre, a 
business with which the editor 
is associated. Admiral, Amanda, 
Coronation, Fatima, Ganton, 
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Mercury, Scribe and Shaefer 
Versalien are some of the type | 
names which one seldom finds | 
in the indexes of English type 
specimen books. This assembly | 
will delight the collector, par- 
ticularly as full alphabets are 
shown in every case. 
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IN WRITING to K. W. 
Stevenson one must be sure 
that the letter goes to W. 
Symington & Co., Ltd., of 
Market Har 
borough, and 
not to R. & 
W. H. Sym- 
ington & Co., 
Ltd., also of 
Market Har- 
borough. It 
is of the 
former, of 
soup and 
gravy fame. 
that Steven- 
son has now 
become mar- 
keting man- 
ager, and 
not of the 
latter, who make corsets. 


Actually, Stevenson's firm was 
founded by William Symington, 
who originated from Scotland 
and who, when he had settled in 
Harborough and found it to his 
liking, suggested to his brother 
that he also might “emigrate.” 
This he did, and founded the 
corset firm. Presumably the idea 


K. W. Stevenson 


Mainly Personal— 


By CONTACT 


Kont Sir: 


was that R. & W. H.'s corsets 
would enable people to maintain 


shapely proportions, however 
much of W.’s delectable soups 
they imbibed! 

Stevenson had the right sort 
of training before landing hitm- 
self in the soup, so to speak. He 
went to Thomas Hedley’s in 1946 
for sales training before starting 
in the advertising department as 
brand manager. During 34 years 
he handled Dreft, Drene, and 
Persil, the first and last named. 
particularly, in test markets. 

During the war, as a Lt{A) 
R.N.V.R., Fleet, Air Arm pilot. 
he spent his time mainly in the 
Pacific zone. 

a ca aa 
ONE OF the two members of the 
Farringdon Ward Club who have 
organised the presentation of a 
scroll to be displayed in the 
Shakespeare Memorial Theatre, 
Stratford-on-Avon, is Henry John 
Emmerson, manager of the 
Reynolds News office in Fleet 
Street. (The other is John Snape, 
the Shakespearian actor.) 

The scroll--eautifully illumin- 
ated and carrying the City’s coat- 
of-arms and the signature of the 
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Pretty gitls 


SOUTH EASTERN. 


GAZETTE 


HEAD OFFICE: MAIDSTONE 


LONDON: 


SO FLEET ST. 


“Ta 


Lord Mayor, Sir Frederick Row- 
land—draws the attention of 
visitors to the fact that a 
memorial to John Heminge and 


Henry Condell stands in the 
churchyard of St. Mary-the- 
Virgin, Aldermanbury. It was 


through the work of Heminge 
and Condell that Shakespeare's 
plays were saved for the world 
after his death. 

Emmerson will in October 
have spent 52 years in Fleet 
Street! A Freeman of the City, 
he tells me that his remarkable 
collection of photographs of the 
Blitz has been accepted by the 
City and will be shown in one 
of the buildings to be erected in 
St. Paul's garden. 


* as 

WHENEVER I receive-—every 
few months—-a letter on air mail 
paper written in regular, sloping, 
and highly distinctive calligraphy, 
1 know that Norman Taylor, ad- 
vertisement manager of the 
Clitheroe Advertiser and Times, 
has arrived at another far-flung 
outpost of Empire. In South 
Africa he was impressed by the 
newspapers’ fine air-conditioned 
offices in Cape Town and Port 
Elizabeth, by the abundant use 
of neon signs in the coastal 
towns, and by the 32-page two- 
penny papers. And also by the 
way the racial problem is “seep- 
ing into every aspect of life.” 

In Australia he enjoyed a great 
Aussie welcome but records with 
surprise that not one of the large 
newspapers is represented in the 
Melbourne Rotary Club. 

Now Norman writes to me 
from New Zealand. He addressed 
the advertising club at Auckland, 
always delighted to welcome any- 
one from Britain; saw trout 
caught in a pool at Rotarua and 
boiled in one of the thermal 
springs only a few yards away; 
and wrestled with Maori words 
and place names. He plans to 
see the Southern Alps and winter 
sports, 

| imagine that many of the 
friends in advertising to whom he 
wishes to be remembered will be 
envying him now 

* * ak 
IF PAST record speaks for any- 
thing, a better choice than J. W. S. 
Keegan as assistant organiser for 
the International Advertising 
Conference could hardly have 
been made. This Australian has 
packed more organising triumphs 


into his 35 years than most men, 


Manage in fifty Perhaps the 
hard time he had when a boy 
the lost both his parents) helped 
to toughen him up When I! 
years old he worked on a farm 
while doing his schooling. and, 
later, as a cinema usher in the 
evenings after working in a rope 
factory during the day. While 
sull in his teens he managed, 
among other ventures, the Austra- 
lian tour of the Viennese Boys 
Choir. Subsequently he became 
the Commonwealth's youngest 
cinema Manager. in a neighbour- 
hood so tough that he had to 
have police escorts at tumes! 

After a spell with the Sydney 
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Daily Telegraph he joined the 
Royal Australian Air Force, and 
with a gusto that dismayed the 
“high-ups,” twice raised £5,000 
for welfare purposes. Appointed 
to recruit 10,000 for the Air 
Training Corps, he got 20,000 
offers, thanks to Press, motion 
picture, and radio co-operation. 

In 1947, 
when public- 
ising the 
Red Cross, 
he instigated 
the Flood 
Relief _—for 
Great Bri- 
tain cam 
paign, rais- 
ing £166,000 
in one day 
by getting 
the co-oper- 
ation of 
every radio 


station in Ww. S. 
New South . ~ nee 
Wales. In 1948, working for the 


Royal Sydney Industrial Blind 
Institution, he organised the 
highly successful visit of Helen 
Keller. 

Now, Keegan likes it so much 
in England that he has decided 
to stay. He regards the 1951 
Conference as a challenge to 
show what an Australian can 
make of the job. 


* * * 


FASHION publicity is second 
nature to Ellis Lloyd, chief of 
Ellis Lloyd (Advertising) Ltd., 
Glasgow, who was for many 
years with Lewis's Ltd., before 
establishing his own agency. His 
latest store account in the city, 
D. & F. Stores, has created con- 
siderable interest, in that in its 
first month's campaign, placings 
have run to 750 column inches 
in the local papers, including half 
and whole pages in two of the 
Glasgow evenings. 

Now Lloyd is busy with pre- 
parations for his fourth Scottish 
Fashion Festival, run in conjunc- 
tion with Glasgow Corporation's 
Modern Homes Exhibition, to be 
held in the Kelvin Hall in 
October. This year, about twenty 
manufacturers will be represented 
at the eighty-eight shows and the 
estimated attendance will be 
125,000. Norman Hackforth, the 
“voice” of Twenty Questions, will 
be commentator 


WEEKS WISECRACK 


“I couldn't possibly join up 
again now—the commis- 
sionnaire won't give me 
back the medals I lent 
him.” 
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The fertile Field 


If your products or services will benel.; country 


dwellers and country lovers, say so in “The 
Field.” You will be well rewarded. “The 
Field” readers don’t “skim the headlines.” It 
is read carefully and with deep interest, for it 


speaks with authority on all rural subjects and activities. 
Advertisements cannot fail to be fruitful when placed in such 

And “The Field” 
since the war. 


congenial surroundings. readership has 


increased by over 100% 


,, THE FIELD © 


Tac Country News spaper 


ADVERTISING MANAGER: A. NELSON ALLEN, 
8 Stratton Street, London, W.! 


MEMBER OF THE A.B.C. 


Telephone: Grosvenor 3592 


the new 
all-purpose 
Process 
White 
WHICH PHOTOGRAPHS 
ITS TRUE VALUE 


First in the field with Chinese 
White 116 years ago, Winsor & 
Newton are now proud to announce ALBALIN, the newest, finest white 
obtainable today for every kind of process work. Intensely brilliant and with 
an opacity previously associated only with lead whites, ALBALIN re- 
presents everything you’ve wanted and waited for so long. It photographs 
its true value and its high degree of obliterative power permits thinner ap- 
plication, which means quicker drying and economy. Its free flowing qualities 
make it ideal for use with brush, ruling pen and air-gun. It does not crack 
or chip. Finally, norwithstan: ding that it is the finest process white you 
can buy, ALBALIN costs mo more. 
Prices are: 

j-o. (fl cap.) Glaspou . . 
ton. (f. cap) » w» 


10d. each 
1s. 4d. each 


4-/b. (402. A. cap.) Glass pots 31. 6d. each 
1-2. (Ber.f.capi «o # 


6s. od. each 


ADVERTISER'S WEEKLY 


Bookteis or folders of variable make-up 
and mixed illustration are generally ideal for 


reproduction by Deeptone photo-litho. All jobs 
are not suitable for this process and, for your 
guidance, CHARLES & READ would appreciate 
the opportunity to send you some examples 
of the offset deep process 
produced in their Chancery 
Lane works. 


Seveen gear fitted to the rear 
of the camera which edpuant 


@ berween the haif-tone 
screen and the negative 


FESTIVAL OF BRITAIN | 
1951 


In its capacity as the organisation incorporated by 
authority of the Festival of Britain (Supplementary Pro- 


visions) Act, 1949, for the sole purpose of producing and 
managing the Festival Pleasure Gardens in Battersea 
Park as a self-contained feature of the Festival, 


FESTIVAL GARDENS LIMITED 


wishes to announce that it proposes to produce a 


Souvenir Programme & Guide 


which will be the 
Pleasure Gardens 


only Official Publication covering the 


e 4 


Inquiries in connection with advertisements 
should be addressed to: 


MESSRS. C. H. G. NIDA LIMITED 
91 St. Martins Lane, Londen, W.C.2 
the — ee Advertisement Agents to the Company. 
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ADVERTISING anc 
MARKETING 
LIMITED 


on behalf of 


CHERRY-BURRELL 


ol Dairy, Ice Cream and 
iquid Food Processing Equip- 
ment of World repute.) 
CHERRY-BURRELL LTD. 
consider FOOD MANUFACTURE 
a powerful and valuable advertising 
medium. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


MONTHLY review 
A of current thought 
on building problems, 
availability of materials, 
architectural trends, town 
planning and municipal 
housing. 


BUILDING DIGEST 
is another 
publication of the 


TECHNICAL GROUPE 


MANUPACTURING CHEMIST 
PETROLEUM-—PIBRES 
PAINT MANUPACTURE 

WORLD CROPS-—ATOMICS 
POOD MANUPACTURE 

CHEMICAL ENGINEERING 
POTTERY AND GLASS 

BUILDING DIGEST 
MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 
Specimen copies on request 
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CURRENT ADVERTISING 
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| Bovril Market Tonic Wine: Amm-I-Dent Toothpaste 
Coming: Ads. For Revlon Nail Varnish Through 
McCann’s: C. Vernon Placing For M & D Biscuits 


NEW ACCOUNTS. 


lo S. H. Benson Ltd: A new 
tonic wine being marketed by 
Bovril Ltd. in collaboration with 
Edward Young & Co., Ltd. No 
advertising plans have been 
settled 


To Erwoods Ltd.: Amm-I-Dent 
tooth paste (a powder is already 
on the market here). It hag not 
yet been decided whether the 
product is to be launched 
through national advertising or 
as an ethical pharmaceutical. 

fo McCann-Erickson Adver- 
tising Ltd.: Revion nail varnish, 
advertising for which is to start 
shortly. 

lo Charles Walls & Partners, 
Bradford: Arthur Mortimer & 
Co, (Wool) Ltd. makers of 
Argyll knitting and rug wools, 
who have never before advertised 
their products. Women's journals 
and trade Press, supported by-a 
16-in. high by 14-in. long plaster 
cast model display piece and 
showcards depicting the Argyll 
lamb which will be featured in 
Press ads. 

To Samsen Clark & Co., Ltd.: 
The Letterphone Co Lid., 
makers of the Letterphone dicta- 
tion machines. Times, business 
magazines and Punch 

lo Clifford Martin Ltd.: Emi- 
dicta electronic dictation-trans- 
cription machines to be intro- 
duced shortly by E.M.1. Sales and 
Services Ltd. Business and 
professional journals, and selected 
nationals, 

To City & Generali Advertis- 
ing Ltd.: Lippy-wax liquid wax 
polish (Trade Press, Evening 
S:andard, extending to nationals.) 

to Armstrong-Warden Ltd.: 
Chen Yu Ltd., an associate com- 
pany of Richard Hudnut Ltd 
which has just marketed Chen Yu 
nail lacquer and matching lip- 
stick, and companion accessories 
including lacquer remover, cuticle 
oil, cuticle remover, and lacquer 
renewer. Press campaign using full 
colour pages and black-and- 
white spaces in “class” women's 
journals starts with September 
issues, A dispiay piece consisting 
of a multi-coloured fan has been 
produced. 

to Willsmore & Tibbenham 
(Norwich) Ltd.: Advertising in 
nationals and provincials for the 
Norwich Festival Campaign 
starts in October.—Massey & 
Bridges, motor engineers (local 
papers) 

To Advertising & Marketing 
Ltd.: Auto-Feed Lid., makers of 
a cafeteria feeding system for 
poultry batteries (Trade and agri- 


| cultural Press) 


ACCOUNTS MOVING 


to C. Vernon & Son Ltd.: 
Meredith & Drew Ltd., manu- 
facturers of M & D biscuits. 

To S, H. Benson Ltd.: Bermuda 
Government Information Office 
(class magazines including full 
pages in Punch, Illustrated Lon 
don News and Geographical 


lo Advertising & Marketing 
Ltd.: Ocean portable radiator, 
made by Holborn Domestic Ap- 
pliances Ltd. (Women’s journals 
and hotel and catering Press). 

To Edward Martin Advertising 
Service Ltd.: Wickham Engineer- 
ing Co, Ltd, manufacturers of 
the Wickham Hoist, from Octo- 
ber 1. Trade and technical 
journals. 2 


NEW CAMPAIGNS 


For Milo, Nestle beverage, in 
nationals and trade Press during 
September, to introduce a new 
+ Ib. tin. Agents: F. C. Pritchard, 
Wood & Partners Ltd. 

For the Pye 49 radio receiver in 
national (dailies and Sunday's, 
provincials and general interest 
magazines. Agents: Arks Publi- 

Ltd. 


For’ Marconiphone television, 
in nationals and provincials tying 
in with the National Radio Ex- 
hibition. Agents: Clifford Martin 


For Phosferine Tonic Wine, 
renewals in nationals and pro- 
vincials.—For Dollery & Palmer 
(Pneumatic Tools) Ltd. in the 
colliery trade Press.-For F. 
Claudet Ltd. in automobile en- 
gineering journals Agents: 
G. Street & Co. Ltd. 

For Federated Foundries Ltd., 
space increased by 50 per cent in 
English provincials for “Sofono” 
and “Camelon Convector” fires. 
Agents: Sommerville & Milne 
Ltd., Glasgow 

For Fairy Dyes Ltd.. special 
Autumn campaign, stressing wide 
range of colours available, in 
nationals; bookings also made 
for special spring colour cam- 
paigns in national women’s jour- 
nals.—For Fleming, Reid & Co. 
Ltd., colour spaces for 1951 in 
women's journals.—-For Paton's 
shoe and boot laces, in Punch, 
Tit Bits, Hlustrated London News, 
Wide World Magazine and 
Scottish Field Agents: D. C. 
Cuthbertson & Co. Ltd, 
Glasgow 

For Phul-Nana perfume by 
Grossmith, in People, News of 
the World and Sunday Pictorial. 
Agents: Gorings Ltd. 

For Aston Chain and Hook 
Co., Ltd., full pages in technical 
publications and Scope, and haif- 


pages in British Farm Mechan- 
ization, Farm Implement and 
Machinery Review, Agents: 
Stowe & Bowden Ltd. Man- 
chester. 

For Hellawell Sportswear Ltd. 
in Manchester Evening News. 
Evening Chronicle (Manchester), 
extending to other provincials. 
Filmiets. Agents: Heslock Ltd., 
Leeds. 

For Silcot sanitary towels, in 
women's magazines for 12 months 
starting October. Placed direct. 


OVERSEAS CAMPAIGNS 


Hovis bread, which was re- 
cently launched on the U.S. mar- 
ket, is sponsoring the Thomas 
Beecham programme on the radio 
station operated by the New 
York Times, and taking spaces in 
the New York Times, New York 
Herald Tribune, and a colour 
page in the New Yorker followed 
by smaller black-and-white spaces 
in the New York edition of the 
same magazine. Agents: Colman, 
Prentis & Varley Inc., New York. 


Grant Advertising Inc., 
Calcutta, have been appointed 
to handle advertising in India 
for Jenson & Nicholson (India) 
Ltd., paint manufacturers; Smith 
Stanistreet & Co, Ltd., makers 
of pharmaceuticals and toilet 
preparations; Hind Sewing 
Machines Ltd.; Free India Dry 
Accumulators Ltd., Indian Asso- 
ciates of Varley Accumulator 
Co.; and East India Distilleries 
& Sugar Factories Ltd. (manag- 
ing agents, Parry & Co., Ltd.). 


Record Spending On 
Press Ads. 


American national advertisers’ 
expenditure on Press advertising 
in the U.S. in 1949 set a new 
record for the fourth year in suc- 
cession. 

According to the findings of 
Media Records, Inc., for the 
Bureau of Advertising, American 
Newspaper Publishers Associa- 
tion, Inc, it amounted to 
445,015,000 dollars, an increase 
of 14-3 per cent. 

The top U.S. Press advertisers 
last year were: 

Dollars 

General Motors ... 39,284,302 

Procter and Gamble 30,705,053 

Colgate - Palmolive- 

Pect ; ... 20,185,649 

Among British advertisers in 
the U.S. Press were: Cunard- 
White Star Ltd., $204,054; British 
Overseas Airways Corporation. 
$200,193 and Board of Trade 
(British Industries Fair) $28,552. 
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Councils’ Deputation To Ministry 
On Ad. Control: Strong Objection 
To Gable-End Sites 


Representatives of local 
authorities in towns as far apart 
as Manchester and Plymouth 
made strong attacks on gable- 
end and flank-wall advertising 
when a deputation from the 
Association of Municipal Cor- 
porations met officials at the 
Ministry of Town and Country 
Planning to discuss the Control 
of Advertisements Regulations, 
reports the Municipal Review. 

Mr. E. S. Hill, of the Ministry, 
who was chairman, said the 
Minister could only exercise ad- 
vertisement control in the inter- 
ests of amenity and public safety. 
There was, perhaps, no matter in 
which there was more room for 
difference of opinion than ad- 
vertisements, and it was not sur- 
prising that the department had 
not seen eye to eye with local 
authorities in all gases 

The highly organised advertis- 
ing industry had been careful to 
see that cases did not go to 
appeal unless they were border- 
line, 

Alderman H. G. Mason (Ply- 
mouth) said representations had 
been made on this matter by 
many authorities. Feeling was 
high throughout the country. 

Councilor Tom Nally (Man- 
chester) said that in some areas 
amenity was gradually being 
lowered and the addition of ad- 
vertisements only accelerated this 
process. The Minister's decisions 
on appeals were hampering local 
authorities in their efforts to im- 
prove the appearance of these 
areas. Since the 1948 Regula- 
tions had come into force, there 
had been more gable-end adver- 
tisements than ever before. He 
was also concerned with ap- 
proaches to towns, where 
numerous flank-wall sites were 
available. 

Mr. F. Greenwood, Birming- 
ham planning officer, said the 
Minister had allowed nine gable- 
wall advertisements and dis- 
missed only three in an area of 
central Birmingham. 

Mr. P. S. Harvey, deputy town 
clerk, Liverpool, quoted figures 
illustrating the difference between 
the outcome of appeals before 
and after the 1948 Regulations. 


In the year before August 1, 1948: 


policy implied by the Minister's 
decision on appeal. 

He said there was almost com- 
plete unanimity among the Asso- 
ciation’s members that all gable- 
end and flank-wall advertisements 
injured amenity, and that they 
should be allowed, if at all, only 
in exceptional cases. 

Mr. Hill summed up the views 
of the Association, which he pro- 
mised would be conveyed to the 
Minister, as follows 

(i) The Association con- 
sidered that the display of ad- 
vertisements on gable and flank 
walls was a particularly offen- 
sive form of advertising and 
could rarely be allowed without 
injury to amenity; 

(ii) The Association felt ‘that 
the Ministry, when deciding an 
appeal, did not disregard the 
presence of other advertise- 
ments to the same extent as 
did the local authorities, as 
they were entitled to do under 
the regulations; 

(iii) The Association thought 
that too many appeals were 
being allowed in the “mixed” 
areas which predominate in the 
towns of the North of Eng 
land. 

Representations were also 
made about advertisements inside 
windows, and Mr. Wood ex- 
plained Sheffield City Council's 
proposal that the regulations 
should be amended to bring this 
type of advertisement under con- 
trol. 

He said the proposal was the 
outcome of an appeal which a 
developer had intended to makc 
to the Minister against the auth- 
ority’s refusal of permission to 
display a sign painted on the 
inside of windows at their 
Sheffield office, on the outside 
of which there were already six 
signs relating to the same firm 
The department, before accepting 
the appeal, had drawn attention 
to the fact that if the display was 
painted on the inside of the win- 
dow, it was, under reg. 3 (1) (b) 
exempt from control. 

The Council felt that this 
created an anomaly, as the letter- 
ing in question caused an exces- 


Appeals to 


Applications Refused Court of Summary 
received Jurisdiction 
194 103 13 (all dismissed) 
In the year from August 1, 1948: 
Applications Refused Appeals to Appeals 
received Minister allowed 
258 136 129 106 (i.e. 72%) 


Mr. W. Wood, Sheffield. said 
his Counci] would have preferred 
a flat prohibition of gable-end 
advertisements, but had not felt 
able to sustain this attitude in 
the light of the more liberal 


sive amount of advertisement to 
be visible from the outside of the 


building. which was in a good | 


area and opposite the town hall. 
Mr. Hill said the Ministry 
would consider the matter. 


COVER AGRICULTURAL AND INDUSTRIAL WALES 


WELSH 
WEEKLY 
NEWSPAPERS 


E. J. WILLS - 118 FLEET ST. - E.C.4+ Phone CEN 2715 4571 


Engineers contribute engineering articles of real 
ee fe ae ae eer 


‘ MECHANICAL WORLD ¢ 


AND ENGINEERING RECORD : 


THE IDEAL ADVERTISING MEDIUM IN WHICH 
TO APPROACH THE ENGINEERING INDUSTRY 


EMMOTT &@ CO LTO. 2 seoroeD STREET N 
MANCHESTER OFFICE 3) KING STREET WEST nantes ms ses, ? 
: mw 


‘I BIRKENHEAD|| 
NEWS GROUP 


WIRRAL 


Weekly Net Sale 


on 3 46,7 
POINT OF SALE 6,744 


advertising FLAT s.c. . 
te SHOWCARDS %& SIGNS x DISPLAY RATE ™ INCH 
Head Office : 


STANDS IN METAL, WOOD AND 
PLASTIC METAL PRODUCTS 
+ ILLUMINATED SIGNS 
62-68 Chester St., Birkenhead 
London : David L. Clackson 
60 Fleet St., E.C.4. CEN. 2626 


ACME sSHOWCARD & SIGN CO. LTD. 
Paragon Works, Enfield, Middx. 
Tel.: Howerd 165! Est. over holf « century 


a 
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Printing Service 


~ E. O. BECK LTD.., offer ac 

and efficient Printing and Production 
Service to the Advertiser who 
| values quality and helpful assistance 


LETTERPRESS ‘ LITHOGRAPHIC ana * 
COLOUR PRINTING 
DIE-STAMPERS , 


seen! 
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aoort comet 114 7+6 
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THAT Denis C, Embley, former 
advertming and publicity mana- 
ger, High Duty Alloys Lid., takes 
up hws new appointment with 
H. W. Carter & Co. Ltd., at 
Coleford, Gloucestershire, on 
September 1. 
> . * 
THAT John S. Lewis, publisher 
of Travel Trade, is at present in 
London after making his With 
crossing of the Atlantic 
* * * 
THAT G. L. McLellan, hon 


secretary, Advertising Associa 
tion, and 
Ore general man- 


ager, Boro 
Billposting 
Company, 
| has accepted 

an invitation 
. = = 


| War burton. 
ghairman, 
British 
National 
Com mittee 
on Advertis- 

, ing,  Inter- 
national Chamber of Commerce, 
and the Hon. John F. Maclay, 
M.LP., to become a member of 
the Committee, 


We Hear— 


THAT Ernest W. Booth, adver- 
tisememt manager of the Evening 
Express, Liverpool, has been ap 
pointed convener and secretar 
of the Information Committee of 
Liverpool Rotary Club, of which 
he has been a member for 17 
years. 

* * * 
THAT a substantial campaign 
for Noilly Casis aperitif will be- 
gin next spring. The account is 
handled by Erwin, Wasey & Co 
Ltd. 

* * * 
THAT Lancelot Spicer, chairman 
of Spicers Ltd., paper makers, re- 
cently presented cheques to a 
number of employees who had 
been with the company for over 
40 years. 

* * * 
THAT an = advertisement for 
Coalite in the Daily Express \ast 
week was a test. And 

* * * 
THAT no campaign is planned 
for this year. Agents are G. S. 
Royds Ltd. 

* * * 
THAT Murray Pemberton, who 
runs Business Press Bureau, 
handled publicity for the Hendon 
show for the advertising agents, 
Reynell & Son Ltd. 


ADVERTISING MANAGER'S CORNER 


Generally speaking, we 


product 


with big possibilities. 


Exclusively Yours 


As an advertising manager you are on the look-out 
for new ways of presentation that will keep you 
ahead of your competitors. 


can add extra punch to 
your ideas and contribute live suggestions of our 
own, based on 38 years of experience. 


And quite often we can offer you a novel form of 
display that can be reserved exclusively for your 
This form of publicity has so many special 
advantages that it will pay you to have a word 
with us about it if you are interested in an idea 


Mitinclive showcairds, clover cul-culs ty 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W./ 
Tel: REG 3295-6 


Members of the Institute of Packaging visited the Canadian Pacific 

cargo liner “Beaverford” in Royal Victoria Dock, on August 14. Capt. 

R. V. Burns (extreme right), Marine Superintendent in London for 
Canadian Pacific, leads them aboard. 


THAT J, W. (Bill) Williams, ad 
vertising rep. with Magazine Ad- 
vertising Ltd., was presented by 
his wife with a son last week 
their second child. 

” ” * 
THAT there is not likely to be 
advertising for the new Players’ 
“Bachelor Tipped” cigarette until 
consumer reaction is ascertained 
But 

* * * 
THAT the account is expected 
to be placed with John Haddon 
& Co. Ltd., who already handle 
a number of Player accounts. 

* * * 
THAT Valerie Ruby Browning, 
journalist daughter of Mr. and 
Mrs. C. J. Browning, directors of 
Iiford and East London Publica- 
tions Ltd.. was married recently 
to Mr. Henry Ernest Carter, She 
is one of the few women mem- 
bers of the Young Newspaper- 
men's Association. 

* . ” 
THAT F. Murray Milne, P.R.O., 
Wholesale Textile Association 
and vice-chairman, Publicity Club 
of London, has written to the 
Cabinet Maker urging the furni- 
ture trade to go in for collective 
advertising 

* * * 
THAT an article on the advertis- 
ing club movement in general, 
and the Berks and Bucks Publi- 
city Club in particular, written by 
N. L. Cragoe, appears in the 
August issue of The Voice of 
Industry, monthly digest of in- 
dustrial news published by Aims 
of Industry Ltd 

* * * 
THAT G. A. T. Burdett, publi- 
city manager, Brooke Marine 
Ltd.. a company in the Dowsett 
Group, handled arrangements for 
the recent launching of an all 
British motor yacht “Hermus,” 
at Brooke Marine's Oulton Broad 
boatyard. To promote the adop- 
tion of British beverage instead of 
the customary champagne, 4 
bottle of “The King’s Ale.” made 
for the late King George VII 
at Bass’s Burton-on-Trent brewery 
in 1902, was used in the cere- 
mony. 


THAT J. Ferguson Macnair, 
editor of The Ayrshire Post for 
25 years, has been made a direc- 
tor of the firm. 
* * * 
THAT an organisation set up by 
local traders to boost publicity 
for Southsea says more moncy 
should be spent on Press publi- 
city and that advertising should 
begin before Christmas. 
* a7 * 


THAT courses in preparation for 
the Advertising Association 
eXaminations begin at the North- 
Western Polytechnic on Sep- 
tember 25. 

* * * 
THAT an American agency is 
running a soap campaign built 
round an anti-polio theme-—“To 
fight polio, keep hands really 
clean.” 

* * * 
THAT there were only three 
entries for a road safety poster 
<ompetition at Friern Barnet. 

* * * 
THAT Newsweek, the American 
magazine, has produced a folder 
to announce the introduction of 
“Business Trends,” a new “Peri 
scope” feature. 

* * 
THAT a weekly feature in Gaclic 
is being run successfully by a 
Nova Scotia newspaper, the 
Eastern Chronicle of New Glas- 
gow. 

. * 

THAT Crayford Council have 
abandoned the idea of advertis- 
ing their town in a _ county 
Festival of Britain publication. 
Local industries had been invited 
to share a page advertisement 
costing £30. Only one firm agreed 
to take part. 


ADVERTISING 
DIARY 


. September 6. 

Institute oF Pustic ReLaTions 
Lunchume talk Miss Beatrice 
Warde on “The P.R. aspect of 
Printed Matter.” Planning Institute 


12 m 
Teewday, September 12 


w 


Dispisy Packers «Np SCREEN 
Prevrers ASSOCIATION Lunch 
Speaker--Alan Whitworth Cate 
Royal. 
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A Reader Suggests— 
| 


Advertising Should Found 


Comment 


| Reprinted from The Daily Mail, 
| Fripay, Avousr 18, 1950. 


An Art Training School | 


T. D. Heppell, art director of 
S. T. Garland Advertising Ltd., 
writes : 


I have recently had more than 
the usual contact with young 
artists secking a start in adver- 
tising, and this leaves me with 
an intensified feeling that a good 
purpose would be served, both 
to advertising and the young 
artist, if the beams of the lime- 
light now so acutcly focused on 
the word design could be broad- 
ened to embrace the words figure 
draughtsmanship and painting. 
The older artist knows, if he is 
knowledgeable in art, that the 
word design really does this, but 
I am sure t is confusing the 
young art student. 

By far the greater number of 
art problems in this business of 
ours can be satisfactorily and 
economically resolved by simple, 
honest and straightforward 
draughtsmanship. This does not 
mean that | advocate the dull or 
the mediocre, or that I am anti- 
design. What it does mean is 
that I think we should try and 
stimulate the interest of the 
painter and figure draughtsman 
student by making him more 
aware than I feel he now is of the 
fact that advertising has a definite 
and increasing need for his work, 

If we could do this I believe 
it would not only result in a much 
higher grade of student becoming 
available to us, but it would also 
provide us with artists who would 
appreciate the need for keeping 
the matter of an advertisement, 
and not the manner, uppermost 
in mind when approaching a 
problem of illustration How 
often do we sce artists resorting 
to mannerisms, in order to dis- 
guise poor draughtsmanship; the 
aim and purpose of the advertise- 
ment completely submerged; the 
illustration often inadequate or 
above the heads of the readers 
to whom it is addressed. 

What surprise there is in the 
eyes of the young student apply- 
ing for a job in advertising 
when he is asked to produce 
evidence of his training in draw- 
ing and figure work, and how dis- 
appointed he is to find that his 
imitative renderings (@ la most 
fashionable commercial artist of 
the moment) of posters, book 
jackets, etc. fail to interest so 
many art directors. 

There will always be, and 
should always be, room in ad- 
vertising for the man with a flair 
for mannerisms, technique and the 
more impetuous approach to 
graphic representation. But too 
many potentially good illustrators 
are lost to us by the lack of 
clarity in the way we confine, 
under the heading of design, the 


variety of work that 
required in advertising. 

I would like to see advertising, 
itself, encourage the figure 
draughtsman much more than it 
now does. I would like to sce 
the art schools made to feel that 
their chances of producing artists 
for advertising would be greatly 
increased if less attention were 
given to commercial art classes, 
and much more importance was 
attached to the need for a 
complete art education. 

Surely it has been proved that 
an artist competent in draughts- 
manship, can, if he so wishes, 
very quickly absorb and appre- 
ciate the limitations and require- 
ments of advertising? Look at 
the work of the giants in com- 
mercial art of the past-—John 
Hassell, Phil May, Tom Purvis, 
Septimus Scott, Andrew Johnson, 
Charles Pears and others who ap- 
plied their strong draughtsman- 
ship to advertising (no commer- 
cial art training at an art school) 
and craated a much closer and 
warmer contact with the public 
than do many of the commercial 
art class trained artists to-day. 


is really 


Would the little white dog 
listening to the reproduction of 
his master’s voice, the striding 
figure in beaver hat, red tail coat, 
wellington boots and gold 
knobbed ecbony stick, or the 
bowler hatted, bespectacled boot 
and shoe-maker have been more 
successful than they have been if 
they had been conceived by 
artists concerned with flamboyant 
mannerism! 1 wonder. Applause 
might have been heard, if one 
had taken the trouble to listen 
outside the studios and gathering 
places of the introspective young 
imitators of the isms and the 
abstracts. Would they have lived 
so warm and cosily in the hearts 
of the public? 


1 would also like to see adver- 
tising, even if it has to be long 
term planning, envisage the 
foundation of a commercial art 
training college, entirely sup- 
ported by advertising itself, 
staffed with experienced commer- 
cial artists and advertising men, 
where students, after a complete 
and norma] art education could 
receive instruction and guidance 
in the application of their know- 
ledge to the ways of advertising 

Finally. I believe that industry 
would have more confidence in 
and a higher regard for advertis- 
ing if our art was less contro- 
versial, and sought the hearts of 
human beings rather than their 
intellects. 


FORWARD 
MARCH 


OUR years ago The Daily 

Mail celebrated its fiftieth 
birthday. On that occasion 
we looked back and took 
pride in our past 

Now, as the bulky clouds of 
pending events pile up on 
the horizon of the Mid- 
Century, what of the 
future? 

Atrrep HARMSWworTH, LORD 
NORTHCLIFFE, was the edi- 
torial genius who made us 
In creating The Daily Mail 


he acknowledged this 
principle: That while a 
newspaper must have a 


heart, a spirit, a character 
independent of all but the 
conscience of its editors, 
in its manner and method 
it must meet and serve the 
demands of public taste 


At the beginning of the cen- 
tury, when free education 
had produced a wider 
reading public than ever 
before, he perceived an 
immense new hunger for 
information and news. 


His answer was the intro- 
duction, with The Daily 
Mail, of the New Journal- 
ism — a journalism 
stripped of customary 
pomposity and stufiness, 
that sought to explain 
events and affairs in 
simple, direct terms. 


. . 
Principle 
N that conception all that 
is most virile and alert 
in modern journalism is 
based. Our own growth is 


due to it We shall not 
depart from its basic 
principles in the years 
ahead 


But half a century of greater 
experience and wider en- 
lightenment has influenced 
the public since our earlier 
days. It is a more literate, 
a more sophisticated Britain 
we dwell in. 


ADVERTISER'S WEEKLY 


A still newer journalism is 
called for, and The Daily 
Mail has resolved to be, as 
NORTHCLIFFE would have us, 
in the lead. 


Readers will have noticed 
during recent weeks a cer- 
tain modification in tech- 
nique and selection. It is 
part of the movement 
towards the new news- 
paper which we intend to 
evolve. 


Practice 


UR immediate aim is to 
provide more news and, 
while retaining a proper pro- 
portion of lighter material 
and, we hope, never losing a 
sense of fun-—-to give’ more 
detailed attention to serious 
affairs at home and abroad 
which are the concern of all 
thoughtful men and women 
Government folly compels us 
to print only six pages, but 
by economy in headlines and 
moderation of page design 
we are presenting a new 
quantity and quality of read- 
ing matter 
The 


response is vastly en- 
couraging. The net sale of 
The Daily Mail is rising 


every week 
Our continuing policy will be 


to provide the intelligent 
reader with the best news 
service in the world not 
long-winded but well-in- 


formed 

Within our restricted space we 
shall cater for the arts, for 
the student of affairs as well 
as the student of form, and 
for the ever-developing inter- 
ests of the modern woman 


Pride 


E believe a little more re- 
serve in manner—a little 
more of British restraint and 
less American accentuation 
will come as a refreshment to 
the people of Britain. 

British we are in control, editor- 
ship, and in every form of 
loyalty This column shows 
daily where we stand without 
equivocation or subterfuge 
We are intensely proud of its 
increasing influence 

No newspaper bas a finer staff 
of able and honourable jour- 
nalists. No party owns us; 
we have no bee in our bon- 
net other than a« wish to 
print accurate news and 
honest views expressed in 
good English and to offer 
the best guidance we can in 
the interests of our country. 


ADVERTISER'S ANNOUNCEMENT 
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ADVERTISER'S WEEKLY 
SPEED!!...QUALITY!! 
COMPETITIVE TERMS 


Expert advice at your service, 
Why not let us quote? 


PROCESS ENGRAVING 
LINE, HALF-TONE, COLOUR 
STEREOTYPING 
NICKELLED, MOUNTED, PIERCED 
TYPESETTING 
LINOTYPE, INTERTY PE 
(WEM. 4882) 


ALLIED PRINTERS’ SERVICES 
Edgware House, Burne Street 
London, N.W.1 
Pad. 9905 : Wem. 4882 


— Still going up! — 
N.N. hits new high 


circulation record 


A.B.C. WET SALES Certificate for 
6 months ended 


30th June 1949 18,951 
3ist December 1949 19,093 
30th June 1950 19,569 


The regular print order has been over 

20,000 weekly, which includes compl:- 

mentary and specimen copies and adver - 

tisers’ voucher copies 

te The only independent retailers’ journal 
We The only 5-figure net sale journal 


Specimen Copy, Rate Card from 


NATIONAL NEWSAGENT 
107 Fleet Street © London - £.C4 
Telephone: CiTy 2604 (4 lines) 


| Fishing, Shooting, Hunting, Bird 
Life and Natural History are a few 
of the subjects covered by experts in 


FIELD SPORTS 


magazine 

Published every other month, 
this magazine can help sell goods 
to people who appreciate “the 

better things in life.” 

Specimen copy, etc., from: 

WILL KITCHEN JR 
(MAGAZINES) LTD 


134 FLEET STREET, £.€.4 
Telephone: CENtral 1960, 3133, 3754 


LT0. 
NS, SON & WATTS 
ious st.,L0ND0m, E62 
meecch 2008 senree 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. ROBINSON 
STUDIOS, LIMITED 


72a Plough Rd., Battersea, $.W.!! 
Tel. Nos. Battersec 5300 & 4886 


POSTERS 


TICKETS SHOWCARDS & OFSPL ATS 
MAMOWRITTERM OF SILK SCREENED 


REGINA STUDIOS (SIGNS A DISPLAYS) LTD 


SO5TON BOAR HANWELL Ww 


A good | 
VISUALISER 


is always worthy of his 
salt—if you are seeking 
new fields to conquer and 
have the capacity for being 
interested in a variety of 
accounts, we've got just the 
job for you. 


But apply to Box Number 
first if you don't mind—to 
save us hours sorting wheat 
from tares 


Box 422 
Advertiser's Weekly 
180 Fleet St., London, E.C.4 


BOLTON 
STANDARD 


THE LEADING 
LOCAL WEEKLY 
On sale every Thursday 
VICTORIA ST., BOLTON 
Tel. 4742 (2 limes 
115 High Holborn E.C.4 
Chancery 8752.3 


London 


A TOTYPE oe of course 
=a on, 


Photographic Enlargements 
in all sizes up co 80 aq. ft. in one piece 
The Autotype Co. Ltd. Brownlow Ad 
London, W.13 “Phone : EALing 269) 


| PUBLICATIONS NEWS AND NOTES 


Radio Journal’s 
Sales Breakdown 


Wireless & Electrical Trader, 
published by Associated Iliffe 
Press, now has a circulation of 
12,500, of which 11,690 are fully 
paid subscriptions The break- 
down is: manufacturers, 588; 
wholesalers, 496; radio-electrical 
dealers and service engineers, 
10,606 Two special numbers 
will be devoted to the National 
Radio Exhibition at Castle 
Bromwich. Both will carry a 
full-colour cover, but will be 
restricted in size owing to the 
overtime ban. 


As from September the 
monthly review, The Diplomatist, 
will be published by Drury Press 
Ltd. (Diplomatic Publications). 
It will appear in conjunction 
with The World Diplomatic Direc- 
tory, the first edition of which 
came out in June of this year and 
will be doubled in size and vastly 
improved in contents. The 1951 
edition of the Directory, now in 
preparation, will contain more 
than 8,000 biographies of dip- 
lomats, consuls and members of 
international organisations enjoy- 
ing diplomatic status 

An authoritative guide to Civil 
Defence, written in collaboration 
with the Home Office, will be 
published next month by the 
Municipal Journal. It will be a 
36-page, art-paper, illustrated 
supplement, free to subscribers 


and is. 2d. post free, to others. 
Orders have already been placed 
by the Home Office, other 
Government departments, Com- 
monwealth and foreign govern- 
ments, Civil Defence organisa- 
tions and local authorities in this 
country. A limited amount of ad- 
vertising will be carried. 


Owing to difficulties caused by 
increased size and circulation 
there will be a two or three days’ 
delay in the September issue of 
Caravan. 


Two Indian papers announce 
revised advertisement rates. From 
September 1, the Swadesam 
rate will be: up to 99 inches, 
13s. 6d, per inch. From Novem- 
ber 1, the inner page rates for 
The Hindu wil! be: casual rate, 
£1 2s. 6d. per col. inch; contract, 
18s. per col. inch. Mr. H. H 
Bennett is London advertisement 
manager of both papers. 


The Federation of British In 
dustries are taking over from 
Colin Turner (London) Ltd. their 
monthly journal British Industries 
and, starting with the September 
issue, will incorporate it in the 
F.B.1. Review. Advertisements 
in British Industries ate being 
transferred to the F.BJ. Review, 
including the buyers’ guide, a 
classified trade index, which will 
be published as an cight-page 
loose inset All advertisement 
matters will continue to be dealt 
with by Colin Turner (London) 
Ltd., and editorial matters at the 
F.B.L 


Legal and Gazette 


HOARDING APPEAL 
DISALLOWED 


An advertising sign board, measuring 
S ft. by 3 ft. was the subject of an 
appeal at Nottingham Guildhall against 

on Nottingham — City 


appeal was dinmisse 
Albert EB. Lane 
Clark, estate agents 
trading as John Clark { Nottingham 
The sign is situated on the gable end of 
1 Low Road, Colwick 

Mr L. Newstead. for the firm, said 
his clients had obtained the right from 
the owner of the property to use the 
site for five years from September, 1944 
with an option t renew which was 
exercised for a further five years to 19454 
In June of 1948 the sen was removed 
for repairing and painting. and refitted 
to the five clamps on the wall in May 
1v49 

He submitted that the clanips consti- 
tuted an advertisement within the meaning 
of the Act 

Mr Lioyd Jones, for the Corporation 
said that the site in question was the 


sign The 


subject of an inquiry the Ministry 
of Town and Country Planning while 
the sign in question was down The 
sien was not displayed of August 1 
1948. the “crucial date” and permission 
for it to be erected had to be obtained 
from the Council or the Minister of 
Town and Country Planning 

The fact that the appellants had 
applied for permission after August 1 
1948. which bad been refused, destroyed 


the argument of the apnecilants that the 
wen was already im existence 


WILLS 


Me Heaserr Joun Gray, director 
Gilbert Advertising Led left 
£7358 138. 9d_ gross. £7 292 128. 3d. net 


Me. Jown Roneat Gissina, director 
Waterlow & Sons Lid. icft £40,976 2s 6d 
aross, £40,804 is. 3d. net 


New Companies 


J. H. Henstock Lid., 50 Si Jobo Street 
Ashbourne, Derbyshire To take over 
business of printers and publishers 


paper printers, carnmed on as ‘a 
Henstock & Son” at Ashbourne, Derby 
shire Nominal capital: £10,000 Direc 
tors: J Henstock and Mrs. A. M 
Henstock 

Graphic-Newoman Ltd. 31 = Plectric 
Parade, Clacton-on-Sea To take over 
the copyright of The Harwich and Dover 


court Newsman, The Clacton Graphic 
fast Coast IMilustrated and Frinton and 
Walton Graphic and tw carry on business 
of newspaper proprictors and publishers 


Nominal capital: £10,000 Subscribers 

G._C. Dyer and D. P. Papillon 
Permanest Repel and 

Sates Ltd.. 37 Wardour Street. W.1 
advertising. publicity agents and spec'a! 
ists. Nominal capital: £100. Directors 


H. B. Bourne and Cynthia Z. Shelower 

(The above-mentioned particutars of 

new companies recently registered are 

taken from the Dally Register compiled 

by éerdan and Sens, Lid, Company 

Registration Agents, 116 Chancery Lane, 
Lendes W.C.2.) 


“AD. WEEKLY” ON 
MICROFILM 


ADVERTISer’s Weexty has entered into 
an agreemem with University Microfilms 
10 make available to librarics and other 
interested parties issues of the publication 
annually in microfilm form 

Sales of microfilm copres are restricted 
to those subscribing to the regular edition 
of ADVraTiser’s Weexiy 
only distributcd at the end of the 
volume year 

Microfilm is furnished on metal reels 
in positive microfilm, «stably labelled 
Inquiries concerning purchase of the 
journal on microfilm should be directed 
to University Microfilm 13 N. First 
Street, Ann Arbor, Michigan, U S.A 
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Avuoust 24, 1950 


This fine group of weeklies is undouttedly the key 
to ome of the best markets in the country—the 
thriving Greater Manchester areca With « tive 
modern presentation and an 85 years’ reputation for 
sincerity, these papers provide a sales medium of 
quite exceptional worth. Their A.B.C. circulation— 
si rising—has reached the record of 33,726-—- 
convincing evidence of the popularity of the Man- 
“nM LOMOON chester City News, Wythenshawe Recorder and 


Stretford and Urmston News 


E.W. PLAYER LTD. 


30-32 FLEET STREET - E-C-4 CENraat2786-7-8 


The London office for some of the best media in the country. 


CAMBRIDGESHIRE TIMES 


GROUP 
* 

Nac tps OM e292 
* 


TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 
London Representative : 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


Copies 
Weekly 


A Mow, luseR SE 


. ce 
attention “ALLAN” SERVES service invaluable 
—, a ‘Company handles the job 


our machine 


basic data 
gaished piate ready for ¥ 


* POSTER SITES 
BULLETINS 


Your Cheapest 
Channel of Communication 
With your Customers. 


G. F. KRUSE LIMITED. 
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Order 


your 1950 Annual 
NOW... 
BEFORE THE ENTIRE EDITION IS EXHAUSTED 


@ Abnormally heavy booking for the 1950 ADVERTISER'S ANNUAL 
stress the need for immediate application # you want a copy. 

far the greater part of the edition is already reserved, and there is 
every indication that for the seventh successive year very few copies, 
if any, will be available by the time the last copies come off the press.* 


Contains the heaviest changes ever recorded 


To-day the need for an up-to-date ANNUAL is greater than ever. Last 
year’s thousands of changes in addresses, telephone numbers, rates, 
press days, column sizes, personnel, ctc., are the heaviest on record: 
and there are many additional pages of new entries. These changes 
and additions the 1950 ANNUAL brings you in full, corrected right up 
to press day——and gives you essential, current information which you 
cannot obtain elsewhere except at prohibitive cost and an immense 
amount of trouble. 

With the aNNuaL alone you can plan a complete advertising cam- 
paign without leaving your desk; find rates, sizes, screens, press days, 
etc.; list potential buyers of space and supplies; compile and revise 
your mailing lists; learn the latest details about advertising agencies 
and their clients; get the advertising manager's name, products marketed 
and other particulars about thousands of important firms: see the 
sources of any advertising services--find instant, reliable answers to 
some 150,000 everyday questions concerning every phase of advertising. 


The 1950 ADVERTISER’S ANNUAL in brief: 


BRITISH NEWSPAPERS AND PERIODICALS, RATES, SIZES 
SCREENS, ETC.; NATIONAL ADVERTISERS; FILM AND 
SCREEN PUBLICITY SPECIALISTS; ENGRAVERS AND BLOCK- 
MAKERS; CLUBS; CLASS, TRADE AND ‘TECHNICAL PUBLI- 
CATIONS, ADVERTISING AGENTS AND CLIENTS; POSTER 
ADVERTISING CONTRACTORS; COMMERCIAL ART 
STUDIOS; FOREIGN PUBLICATIONS WITH LONDON OFFICES; 
BRITISH AD. AGENTS AND CONSULTANTS; PRINTERS. INK- 
MAKERS, TYPEPOUNDERS, ETC 


Orders filled in rotation: do not delay 


* This may be your last chance to secure a copy of the 1950 
ANNUAL. INITIAL SUPPLIES OF COPIES HAVE 
ALREADY BEEN DISTRIBUTED TO ADVANCE SUB- 
SCRIBERS. ORDERS FOR THE FEW UNRESERVED 
COPIES ARE BEING ACCEPTED IN ROTATION, AND 
WILL BE FILLED AS FURTHER SUPPLIES ARRIVE; so 
please return the coupon promptly. 


sreseeesseeeeeeeeee FHM im and Post TO-DAY --+-++-----+e-0+: 


? Business Publications Ltd., 180 Fleet St.. London, ECA 


Please send me, immediately further supplies arrive, one 
copy of the 1950 Apvertiser’s ANNUAL, for which invoice me 
after despatch at the post-free price of 35s 
Name 
Address 


spiel J AW/AA4 
Overseas. 35/- cath with order 
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ADVERTISER'S WEEKLY 


336 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT 3s, per tne. yt py WANTED 
pane! des. 


FIRST CLASS 
LAYOUT 
ARTIST 


required by London 
Agency. 


Able to do finished 
roughs. 
Full details to: 


Box 411 
Advertiser's Weekly, 180 Fleet Sc., £.C.4 


VERY PROGRESSIVE FIRM of Toy 
Manufacturers require Amimant De- 
signer, age 22-26, capable of creative 
work and versatile in all forms of com 
mercial art and design; mum have good 
knowledge of packaging, display, letter- 
ing, catalogue work and reproduction 
processes cxeelieont opportunities of 
advancemem for right man, ideal com 
ditions; modern factory; canteen. Full 
dewils past cxperience, salary required, 
ee., to Jb, & L, Randall Lid, Merit 
House, Power Bar vidieses 

A YOUNG ALL-ROUNDER win 6 
sound expenence of Engraving and 
Printing processes and a fair knowledge 
ot the mechanics of Agency Service 
wil fied ampic scope for progress in « 
well cnown Bristol agency that is grow 
img fast If you are “mut 25, have a 
keen mind for detail and can combine 
with a first-class team. tel) us all about 
yourself your cation experience 
flares end ambitions. DAA. of even 
the Inter. an advantage. Congenial con 
ditiom, permanent appointment. Salary 
about £4/500. In fest instance to 
Box 409 Ad. Weekly 180 Fleer St BC4 


LAYOUT MAN 


Experienced Layout man 
required to produce 
finished layouts and adap- 
tations. Knowledge of 
typography essential. 


SMEES ADVERTISING LIMITED 
35 Duke St., Manchester Sq., W.! 
Phone: Welbeck 0774 


EXPERIENCED LAYOUT ARTIST re 
quired for creative department in 
don Advertiwing Agency Able w 
pare visuals and layouts to prevents 
wtandard Write state 
salary required and when free to mar 


o 
Box 423 Ad. Weekly 180 Fleet St Bc 4 
ea RADIO MANLEAC 
URER in North Kent requires mate 
ae for publicity department prefer 
ably with cuperience of producmg tech 
nica) Werature Some layout and copy 
writing ability csential Age, exper 
ence and salary required to 
Box 424 Ad Weekly 180 Plect St Ec 4 


ESTABLISHED WEST END Edione 
Publicty Company require industrnal 
journalmt. Mus be fully experienced in 
organming aed producing every type of 
editorial publicity and publi relations 
service fow industria MPa nes This 
® an exceptional opportunny for the 
man with the rieht qualifications Write 
in the firs instance giving fullest detais 


of capenence 
Rox 427 Ad Weekly 180 Fleet St BC4 
CETTERING ARTIST required lor’ pro- 
on Agency “ 


fox 3s $90 Ad Weekly 180 Fleet “st ca 


*Phone your Classifieds 


APPOINTMENTS VACANT 


ART EDITOR. 25-35. required to work 
on four staff magarines, and to super 
vee production of booklets and other 
Printed matter Must be first-<lam 
typographer and des Production 


cxperience an advanta. Salary 
acoording w ability Applications in 
writs «© Office Manager. Unilever 


House, Blackfriars, EC 4 

YOUNG LADY reauired as Production 
Awimant by efowing London Agency 
Typing requifed. some knowledge of 
shorthand and the ability to cope 
accurately with detail, Technical know 
ledge desivable but will be considered 
secondary to desire to learn and work 
well Write stating capericnce and sal 
ary requ:re ed to 
Box 428 Ad Weekly 180 Pleet & BC4 


RETOUCHING 
ARTIST 
Required by Studio of 
Advertising Agency 
384 hour week, full holiday 
and sickness payment | 
scheme. Salary £500—£750. 
Interesting work, excellent 
conditions and permanency ] 
offered. Write fully in 
confidence to 


Box 179 
Advertiser's Weekly, 180 Fleet St., £.C.4 


CAPABLE ASSISTANT required by sales 
director of well-known old-cstabliched 
Fleet Street group of companies publish 
ing business journals and books Ex 
ceptionally imteresting job. with obvious 
prospects. Applications must have had 
direct mail selling experience and not 
be over 35 years old Particulars of age 
and experience in sirict confidence to 
Box 457 Ad. Weekly 180 Fleet St EC4 

SEMENT REPRESENTATIVE 
experienced. 10 canvass Estate 

Maps, Strect Plans. Golf Hooks 
cc, Good commission basis Fullest 
particulary and references to 
Box 153 Ad. Weekly. 180 Pieet St EC4 

EXPERIENCED LETTERING ARTIST 
required in the London Studio of 
Bates & Son Lid. No Sats. Mus 
@guick, clean worker Apply. with speci- 
mens to Studio Manager, 10 
Suecet. EC 4 


CANVASSERS required 
for publkation with wide appeal to 
werseas visitors Write fully to 
Box 176 Ad. Weekly 180 Fleet St BC4 

REPRESENTATIVES calling oF printers 
advertising sgents, studios. etc re 
quired w handic welladvertixed pro 
fuct. Gencrous commivsion. Write 
Box 444 Ad. Weekly 180 Fleet St E4 


CREATIVE VISUALISING 
ARTIST | 
required by London Agency Must be 
first-class man with considerable Agency 
experience Salary comparable with 
ability, Please send details of experi- 
ence, age. and salary required to 
Box 454 
Advertiser's Weekly, 180 Meet St., £.C4 


STL™LDIO MANAGER, with layout and 
awing caperience. required by Agency 
\ulity to organise steady flow of work 
Good position in pleasant surroundings 
fw a rellable man State cxperience 
sity, age and salary expected to 
fox 144 Ad Weekly 180 Fleet St BC4 


GOOD ALLAOUND ARTIST required. 
capable of producing Sigh<las work 
Write salary required 
Box 63 Ad. Weekly 180 Pleet St BC4 


LAYOUT MAN 
with some knowledge of copywriting 
and production is required by Ad. Dept 
of large S.W. London manufacturers. 
Write stating age. experience and 
salary, etc 


Bos 438 
Advertiser's Weekly, 180 Fleet Sc., E.C.4 


SECRETARY required to Advertising 
Manager of Pharmaceutical House in 
Wen London Experience in similar 
position ¢referred. but some knowledge 
of Advertising office procedure essential 
Write 
Box 448 Ad Weekly 180 Flect St BC4 

SALES PROMOTION EXPERT requiccd 
with experience and appreciation of 
direct mail sciling. He will be put in 

classified 

departments of group of 
krown Fleet Street trade journals; he 
will also be asked to initiate and carry 


schemes for the gencral 
campaigns on these 
jourrals and their directory oF year 
book pub'ications, Write now to 
Box 459 Ad. Weekly 180 Fleet St BC4 
PUBLICITY MANAGER Manufacturers 
of nationally known office machines 
with world-wide affiliations. require man 
of taste. experience and whility, to take 
charge of sales promotion advertising 
Must be thoroughly conversant with all 
Printing processes, layout and good at 
copywriting Salary im the region of 
£1,000 per annum yo Ly qualifi- 
cations Write full details 
Box AS! Ad Weekly 180 Fleet St BCs 
WANTED for large Nationa 
assistant to Advertising Manager. aged 
shout 30. with some expcrience of buy- 
ing = printing § matter Good salary 
according to ability 
Rox 433 Ad Weekly 180 Figet Ss BCs 


LEADING LONDON 
ADVERTISING 
AGENCY 


are moving into a bi, 
and are enlarging 
staff. 

Vacancies exist for : 
1 General artists 


2 Letterers and 
Retouchers 


3 Creative 
Layout artists 


Five day week, superannuation 
scheme. Applicants should 
write fully, stating age, salary 
required and details of previous 
experience. 


er studio 
their studic 


Box 126 
Advertiser's Weekly, 180 Fleet St., E.C.4 


CAPABLE SPCRETARY urgently rc- 
quired by Manager of 1 echmcal ncy 
Opportunity for shorths typist able 
to take growing resporsiDility as aeniat 
am Agency cxapenence desirable. Full 
details Please to 
Box 452 Ad Weekly 180 Fleet St BC4 

A LARGE FimM OF "ENG TNEERS in 
Birmingham need a sily good all- 
round eas layout aaa copy man 
He must have had the experience to 
turn his hand 10 anything and everything 
consected with Advertsing Production 
and the ability to work out his ideas 
slickly and quickly That & why we 


make no stipulation as to age Send 
—_ of your ae nce and a few 
em = specime 


Box 456 Ad Weekly 180 Fleet & BC4 


Auoust 24, 1950 


APPOINTMENTS VACA 


| PUBLECITY ASSISTANT required by 
} Marcom iostrumens Lid. % Albans 
Applicants mun be fully experienced im 
the producuon of literature dealing with 
X-Ray apparatus. and must be able to 
| describe and present to the best advan- 
| tage the applicavons of ths equipment. 
} Apply. giving full details quoting ref. 
| 465. w Central Personnel Services, 
' English Blectric Co, Lud., 24-30 Gilling- 
ham Sweet, Wtseminser. 5. W 
FIRST CLASS ARTIST RE-TOUCHER 
required by large Dublin Prinung Firm 
Cameen facilities. etc. House 
applicant Apply 
Thom & Co 1d lona =Works, 


LAYOUT. Loadon gency hae a 
vacancy for a Layout Arum. He should 
be fret<lass man. preferably with 
conmderabdie agency experience The post 
carries a salary of 
annum for the successful 
Weite fully age, capericnce. efc.. to 
Box 417 Ad. Weekly 180 Fleet St BC4 

AD. REP. required for tigh class pubii- 
cation. West End and agency contacts 
essential Commason only 
Box 453 Ad. Weekly 180 Fleet St BC4 

Lendon Commercial Studio 

has & vacancy for « first-class genera! 

Artist of outstanding ability The posi- 

thon carnes a high commencing salary 

for the successful applicam. Write in 
confidence age, experience, salary re- 

quired 10 

Box 416 Ad. Weekly 180 Fleet St BC4 


ADVERTISING MAN 


ey... conversant with 
“Classifieds"’ from the Agency 
angle, required to manage large 
| | classified department of West 
| | End Agency. Good knowledge 
| | of U.K. newspapers and pro- 
| | fessional journals and previous 
experience essential. Efficient 
supporting staff. Good salary 
and permanency to right ap- 
plicant. Write fullest details 
age, etc., to: 


Box 387 
Advertiser's Weekly, 180 Fleet Sc, E.C.4 


COMPOSITORS AND STEREOTYPERS 
tequired by large firm of Ticket Prin- 
ters in Middlesex. Write. with details 
of age and experience to Box 7410 
Frost-Smith Adve... 64 Finsbury Pave- 
mem. E.C 2 

PRINT BUYER (Man) required by Lon- 
don Advertising Agents. Must 
good caperience of g 
Printing §=Processes together with 
general knowledge of the trade Write 
stating age. full particulars of experience 

1 and salary ceguired to 

Box 455 Ad. Weekly 180 Fleet St BC4 
PHEENTX HOUSE READER'S UNION, 
Publishers of Books, require a femaic 
clerical assistant in their Publicity 
Deparunent Copy typing and ability 

© handic cetail cssential Canteen 


Five day week Apply in writing Pe 

appointment to 

| Advertising Manager, 38 William Ww 

| St. Charing Cros, W.C2 (TEM 

04525). 

EXPERIENCED Advertwement Represen- 

| tateve required for well known weekly 
Picase submix fullest details and te- 
muneration required im strictest confi- 

| 


Box 450 Ad. Weekly 180 Fleet St BC4 
NEWS STANDS [raveller (London) 
required for weekly magazine. Phone 
CEN 3710 
ADVERTISEMENT REPRESENT- 
ATIVES required in the follows 
towns Birmingham anchester &@ 
| Liverpool, to sell space in a Directory 
} ublished overseas ommision only 
‘ould suit person already calling upon 
Manufacturers interest in sellirg ab- 
road. Full details to WILL REICHEN 
Ir 131 Fleet Street. E.C 
YOUNG . required as typist 
assistant in Copy Dispatch department 
of West End Advertising Agency. Pre- 
vious experience not essential, Write 
giving details of salary required to 
General Manaeecr 10 Hertford St. W.1 


|| ADVERTISING MANAGER 
| ERRATA 


Box No. 357, which appeared 
| | on August 17, should have read 


ADVERTISING ASSISTANT 


to CHA 8844 (Ex 23) 
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CLASSIFIED ADVERTISEMENTS 


YOUNG ADVERTISEMENT REPRE- 
SENTATIVE required w take over 


Auoust 24. 


ADVERTISER'S WEEKLY 


INESS OPPORTUN 


magamne section in Representatives 
‘ Office in Fleet Sereet. Good opporw- 
. Office io Fleet Street. Good oppo APPOINTMENTS WANTED LANCE SERVIC cuT 
Box 460 Ad. Weekly 180 Fleet S&: BC4 
AGENCY specialising im technical adver- CREATIVE LAYOUT ARTIST and 
tsing bas vacancy for firm-<las layout vViewualieer (J)1) seeks progremuve pox mm YOUR cosTs 
arusit. Ability to do clean lettering. slick agency of publishers Experienced in ARTISTS ! 
roughs and — finuwshed work ewential cdneonmal and advertising design and Chiba. —_— . as <a 
Details. etc production, slick visuals and highly bd — 
Box 434 Ad. Weekly 180 Fleet St EC4 Gnsbed roughs and used 10 studio Ulustretions. Figure Work Advertising Managers 
im Advertining 
Box 465 "Ad. ” Weekly 180 Pleet St BC4 Phone or write _— 
LADY REQUIRES POSITION os aseist- 
FREE LANCE LOY REQUIRES POSITION o» we | | THE TUDOR ART AGENCY 
rm. "op ‘wei-known Journals» Adver- | | WO. godt 1 FunmivaL stmeet, ce || | UNIVERSAL SIGN ERECTORS 
LAYOUT ARTISTS umng Representauve bxapernenced ° 
Box 445 Ad Weekly 180 Picet Si BC4 
REQUIRED : ARTIST REQUIRES For All Outdoor Publicity 
EMPLOYED CINEMA MANAGER, 31. 
ressive Agency handling Geamree start in Adverusing. Sound Lomering apecioaien Piaished work, from 
by prog gency . knowledge publicity. Remuneration sour eslour Goumen 233 Gapham Road, $.W.9 
i j in c- scondary Conmdecrauen 
interesting but exact 4 Box 440 Ad. Weekly 180 Fleet St BCS Box 233 Ad. Weekly 180 Fleet St Bes Brixton 4271 
3 counts. Must be sound creative Sanaeanans Gane Ba, ce — vinst Cass lettering and line artist 
. 2 presen’ , available 
men capable of producing visuals oahes, techmical weekly, seeks change Box 463 Ad Weekly 180 Fleet St BCs 
ae : WO years print (ail br a Diploma) TeRcH . j 
+ of the highest standard. Five years’ agency practice with lead: ~~ hy -— — a a SHOW CARDS, CUT-OUTS, 
. ing London Agencies, ful n 
j Phone for appointment, Studio cochaleul ae of aavtumine. “\echodins accounts Book Jackew, Advertising Folders 
a yo Resent 1081 ene sateen Box 406 Ad. Weekly 180 Fleer St BCs - 
43 anager, Regen . Box 437 Ad. Weekly 180 Fleet St BC4 
CARILLON PRESS LTD. 
S. C. PEACOCK LTD. EXPERIENCED PRODUCTION, MAN | | A STORY TO TELL Fine Colour Primer, Bournemouth 
4) xpert nowledee of Proces- > 
17 Air St. Piccadilly, w.i Engraving. Used wo comacung chem AND GOODS TO SELL Telephone Bensoesbe nag? 
- Desirous of travelling, Selling appts Londoa Office: 147 Victoria St., 8. W 1 
BH required Free lance copywriter offers Phone ViCvoria 0663/4 
CAN YOU SELL. BOOKS? If you think ox 358 Ad. Weekly 180 Pleet St BC4 services mode 
you can, and know the fundamenals at rate terms. 
of selling by direct mail, there is the job Bex 335 
of publicity and sales promovion man- SALES AND WANTS : . 
eect open ay a Loadon publishing TECHNICAL COPY Advertiser's Weekly, 160 Fleet Sc., 6.0.4 
aang te sow © . . Group of specialist writers seeks work 12 . STEEL TYPE Rates, rustion 7s 
_Box 458 Ad. Weekly 180 Fleet St nd ee following classes of account: Fotding Steci 9. 64. pf Becetmor Led. 
WANTED, Space Seller, part-time, visit- meral engineering, electrical, build- 41 Farringdon Suet, EC 4 
. ing publishers and manufacturers, as weil ng. we Bee matical and pharma- SINESS OPPORTUNI FOR SALE. Addressing Machine 
as advertising agents. to A and. — ceutical (with library research). Addressall Mc ~\ 190, with four drawer 
ve Dut te am 64 aa Box 407 stencil cabine Drapery Record 
magazine. Te in detat 229-231 High Holborn London, W.C.1, © 
Box 435 Ad Weekly 180 Fleet St BCS Advertiser's Weekly, 160 Fleet St., E.C.4 ISING EN 3 
MEDIUM WEIGHT copy—ideas man, RINTERS ; 
COPY WRITER- sects pest with augremie ag FOR SALE 
on 462 Ad. Weekly 180 Fleer St BC4 Ps 
- 
¥ EX.STUDENT ARTIST (FEMALE). The Propri tab- Production facilities availat - 
VISUALISER fully4trained dewies position Suk > P rietor of an old es an cotabtished we - ’ 
wanted by rapidly expanding agency screen prcierred, Dut ox emsential. lished Advertising Agency, Dem: Octavo approuimetely | 5 
He should be capable of 1 - B- eekly 180 Flos & BC4 Registered Practitioners, fully 82 to 48 pages with « run of 20 to 
P hard-selli ork CANADIAN (24), exposed to considerable Recognised contemplating re- 40,000. Pullest particulars wo - 
originating hard-selling wor education and travel, all-round experi G. fF. TOMKIN LTD., Printers, 
varying from national cam- ence Canadian journalism, London tirement, would consider pro- 1 “y + 
ying : . - copywriting and capable of intelligent posals for outright purchase oh, Geo Soe Te 2 ; 
paigns down to leaflets. We imaginative work in these or related P - Leytonstone, B.1). 4 i 
want a man who can run a — wants job with ecasonabic salary a would Telephone: LEY 1164. q t 
. . ” and prospects i | j g 
e studio, work fast, “think big Box 442 Ad. Weekly 180 Fleet St BC4 ees Veeanee No a : : 
F ; 1 a friend! only write in first instance to A PRINTING FIRM offers the services q 
" and fit happily into a friendly GENERAL ARTIST, 10 years’ studio of ws studio for the supply of ideas 7 
team. Salary good, depending a he -y Cane ee Box 439 | — artwork ox ee ———- f 
4 " 7 ter etc sechs POuon enue Advertiser’ ote urniture, technkal subjects z 
2 on qualifications London arca * 's Weekly, 160 Fleet S¢., £.C.4 and pa | deser Complete layouts A 
- aso Box 443 Ad. Weekly 180 Fleet St BC4 and formats for booklets, including ¥ 
—_ SPACE BUYER (Maic 36). Sccks im- | COLOUR PRINTERS. 1 can introduce good copy, con be provided seedy Kos qi 
4 provement On pres or ’ important chents for 16 and 48 sheet printing if desired The ides behind | aq 
LAYOUT AND enced ail media, National and Techmcal |  BOMers, Cutouts, and show cards. Com- | this advi. is simply 10 Keep the studio 9 , 
" accoun London coped mission only. Communicate with ully employed owing to the we 7 
a LETTERING ARTIST Box 449 Ad. Weekly 180 Fleet's: EC4 | _.BOx 441 Ad. Weekly 180 Fleet St BC4 being telly occupied pe : q 
ee atthe -s LONDON PUBLISHERS of tracts TOmpt 5 po oom 
a Able to produce good lettering SHORTH AND TYPIST, 22 lady, radu. and Colonial Monthly Se ee enquiries and coten. London and home 
4 4 ~ > mal o a . am . b « 
and workmanlike presentation imicresting Dubiicty post. heen. "Nowe, persons or firm capable of promoting Sr ias Ad Weekly 180 Fler 2 BCA 
tis layouts. Good salary. 4 Ornan Road, N.W ox 222 Ad. Weekly 180 Fleet St BC4 | FOX PRINTING PRESS specialises in 
Write in confidence to ADVERTISING MANAGER (5), of — Ah A. A a am | 
small tciail, wholesale firm, who knows alalogucs advertising ice s ome 
1 Bex 467 he still has @ lot to learn, secks further monthly Publications ek Typos 
ay Advertiser's Weekly, 180 Fleet Sc., E.C.4 eapenence im similar job onus is THERE A REPUTABLE House, Maybank Road, London, £18 
¥ a knowiedge especially cop me AGENCY ? BUCkhura: 1252 
iil m 425 Ad. Weekly 180 Fieet St 4 CETTERPRESS PRINTERS have cape 
i  — ee eee YOUNG LADY cequires position as ae — ae! —_* 
pay. permanency... Also vacances for | Spare Murer ct Amsam. 7 yeary | | EXHIBITION & DISPLAY || on'St? Ag Weenlr Ito Picet St BCs 
121 Lillie Road, S.W.6 Box 426 Ad. Weekly 180 Fleer St BC4 CONTRACTORS 
. 
PRODUCTION. Agency trained produc- EAGER TOG AIN AGENCY — With an excellent and well 
tion man required by weil established stor, 25, secks open factory approx. 16,000 fc ares ACCOMMO ION 
Agency. Ideal position for man secking 4 4. Weekly 180 F on St BC4 - 
advancement Permanent position and SINGLE WOMAN, 34. wih good al- good clientele seeks finance. We MOORING REQUIRED immediately for 
good salary offered. Write cating age saund haowlales of adventa want & working arrangement with 20 houseboat. Anywhere within 
experience and salary required to - a additional working capital. There is rea: . of Londen Write BM/XKEP, 
= edoral and 11 years advertiang), seeks is cap >4 ~ 
Box 447 Ad. Weekly 180 Fleet St BC4 position a5 assistant Adveruang Mana- plenty of work on hand. Genuine aN EROELLENT 76 1e7 : 
scr of industrial organisauon. Good ries only please . ENT ROOM PS, oe 
2 appearance and personality - OO atraid meer thine, ows oe able for artiat first Floor, 2 animus 
: ¥ REQUIRED of responsibility and hard work very » from Oxford Circus. Write for appoint 
en f - Box 429 Ad. Week 180 Pleet S$ 4 mem to vicw 
er Experienced invoice typist aged ” wn 5 Bex 465 Box 446 Ad. Weekly 180 Pleet St BC4 
e: 18-23 and prepared to undertake you NG LADY ELLUSTRATOR (22) Advertiser's Weekty, 180 Fleet Sc.. £.0.4 
= some book-keeping 4 years’ studio experience, seeks change 
. rans wae SPECIAL ANNOUNCEMENT 
Young lady required as assistant Box 450 Ad. Weekly 180 Fleet St BC4 ELDERLY EUROPEAN in Calcutta, with 
ledger clerk Must have had ~ “ many yoars cxperience in India, secks 
experience in similar position FIGURE ARTIST quick versatile, repr -semauon—preferably but 
ae = 3—secks post in studio. eng See August 3 issue of Advertiser’ 
3 Both positions offer good prospects Boe asi Aa. Weekly 180 F St BCA essenually” for trade educational pubii- z sd 
for efficient workers, 5-day week - oer See Fee ee References enchenged, Write Weekly, pages 210 and 21! for 
‘ 5 ENERGETIC EXSERVICEMAN (25) i ed quer s , ertisi 
— pin mw Aand py art sch graduate Experience im = Gresham St. EC 2 - the Adv Services 
Se ae tok ee ' salesmanship, with good appearance | SILK SCREEN FIRM, wih Phow Plan, & tes Section. Aug. 3! will 
neat ag iiding io” Kindoutn and background, requires position as hes 1.000 so f{ now available for be next issue containing 
uiGing, , wainee with small wage in any branch Trade Work—or new enquiries, Good 
London, W.C.2. of advertising tee. Keenest rates these services. 
2 Ad. Weekly 180 Flee St BCA Box 381 Ad. Weekly 180 Fleet St BCS 


‘Phone your Classifieds to CHA 8844 (Ex 23) 
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ADVERTISER'S WEEKLY 


@ REGISTERED 
AT G.P.O. AS A 
NEWSPAPER 


Advertiser's 


Tuurspay, Avoust 24, 1950 


D. acopy 
40/- a year 
Post free 


(45/- overseas) 


; . 
| 
The Times by Aur reaches every part of the 
habitable globe. More than 15,000 copies 
leave the London airports daily for the cities 
2 of Europe, for New York and Washington, 


foronto and Montreal, Delhi and Johannes- 


burg, Singapore and Sydney. Printed on India 


paper, but otherwise identical down to the last 
comma with the copy of The Times deposited 


on London doorsteps, The Times by Air is avail- 


able throughout the five continents more 


quickly and at less expense than ever before. 


a er coe oe 
THE ARs TIMES 
AND ITS COMPANION 
PUBLICATIONS 
LITERARY SUPPLEMENT 
Every Friday 
EDUCATIONAL SUPPLEMENT 
Every Friday 
THE TIMES BY AIR 
Daily 
WEEKLY EDITION 
Every Wednesday 
REVIEW OF INDUSTRY 
First Wednesday of Every Month 
THE TIMES SURVEYS 


Occasional Publications on 
Matters of National Interest 


STOP PRESS 


NEWNES PROFITS 
DOWN 


Profits of Newnes Group for 
year ended March 31, £904,582 
(£968,443). Drop attributed to 
considerable expenditure during 
last month of financial year in 
promoting sales of one of the 
important properties. Parent 
company profit up to £252,252 
(£205,096). Final dividend pro- 

d 10 per cent, making total 
20 per cent for year (same). 
£80,000 set aside as Paper Cost 
Equalisation Account to guard 
against rising paper costs. 


OVERTIME BAN: 
DISCUSSIONS AT 
MINISTRY 


LMLP.A. and LS. repre- 
sentatives met Friday on invi- 
tation Labour Ministry to 
discuss overtime ban. Under- 
stood no immediate progress 
made, but LS.C._ reported 
discussions to meeting of F.0.C s 
yesterday (Wednesday) after- 
noon. 


advertising manager, ‘uxson, 
Gerrard & Co, Lid.. manufac- 
turing chemists. Formerly ad- 
vertising manager, Macrome 
Lid., tool makers. 


Captain Raymond Blackburn, 
Independent MLP., is guest spea- 
ker, I.S.MLA. (London Branch) 
luncheon meeting September 6, 
Connaught Rooms. 


Kenneth Green, publicity 
manager, Pinewood Studios, 
won £11,568 for 6d. in Little- 
wood's Treble Chance Pool. 
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